lo. 3 


Editor 
Analyst 


ey 


ot 


ce 


be 


ss 
nis 


20 


nd 
ed 


22 


ce 


26 


on 


28 


33 


35 


38 


er 


46 
5! 


76 


NDISIN 


The 
Merchandising Month 


Optimistic 


ANUARY and February sales re- 

ports on major appliances are 

grounds for rejoicing—certainly 
as far as volume is concerned. 

Refrigerators seem headed for rec- 
ord volume. For the two months the 
gain in units is 45.61 per cent ahead 
of the same two months last year. The 
six foot refrigerator shows 71.57 per 
cent of the total volume. This is an 
increase from 43.63 per cent in the 
corresponding two months of 1938. 
It is impossible to determine from 
the NEMA reports what percentage of 
these sales is in the price leader mod- 
els. Reports from dealers, however, 
indicate that the percentage must be 
fairly high. 

Throughout the entire major appli- 
ance lines increases are shown over 
the corresponding months of a year 
ago. Washers are up for the two 
months by 11.31 per cent; vacuum 
cleaners by 25.9 per cent; and ranges 
by 25.87 per cent. These are manu- 
facturers shipments. Retail appli- 
ance sales show increases for every 
section of the country except New 
England. For thirty states the De- 
partment of Commerce reports an in- 
crease of 17.2 per cent in retail sales 
for February 1940 over February 
1939; and an increase of 8.4 per cent 
for February 1940 over January 1940. 

Pricewise, the most significant news 
is the advance in average prices for 
washing machines. February 1940 
shows an average price of $70.30 com- 
pared with $65.41, the average price 
in February last year. This increase 
is brought about through the increase 
in sales of washers in the retail price 
classification of $70 and over. In 
February 1940 there were 10,000 more 
of the higher priced washers sold than 


in February 1939. Total volume in 
this classification in February 1940 
was over 39,000 washers at an average 
price of $104.46. This increase in 
sales of top value washers accounts for 
nearly all the increase in units. The 
low priced classification—below $40 
retail, shows an increase of only 
per cent, while the top value classifi- 
cation increased 35 per cent. 

Here is a most welcome indication 
that users are willing to pay better 
prices for higher value merchandise. 
Washer manufacturers are beginning 
to shake off the price complex, and are 
concentrating their sales pressure and 
promotional activity on items which 
are profitable to themselves and their 
retailers. 


Utility Policy 
and Appliance Prices 


HE industry needs the demonstra- 

tion cited above because in 
conspicuous quarters the low price 
conception has run away with itself. 
This publication for many years has 
insisted that utility policy has been the 
dominant influence in electrical appli- 
ance merchandising. The utility can 
raise or lower the standards, increase 
or reduce the volume in its operating 
area. What the utility does or fails to 
do in large part determines whether 
the retailers in any given territory are 
prosperous or otherwise. 

A case in point is the current 
campaign of the Consolidated Edison 
Company of New York. This activity 
has attracted nation-wide interest, and 
provoked an unfavorable reaction in 
localties far removed from the seat of 
operation. In a thoughtful paper read 
by Herschel Lutes, J. L. Hudson Co., 


Detroit, (second largest U. S. depart- 


ment store) before the Edison Electric 
Institute Sales Conference in Chicago, 
there is a pointed reference to this 
Consolidated Edison program. Mr. 
Lutes expresses a reaction to this pro- 
gram that represents the thinking of 
retailers. We commend this frank 
expression to the consideration of pol- 
icy making executives in the utility 
industry. 

“A large eastern utility,” said Mr. 
Lutes, “thinks it is doing a wonderful 
job by keeping the profit margin just 
barely attractive enough to separate 
the ranks of retailers and to induce 
a few of them to help distribute their 
merchandise. But just wait for the 
reaction. They have lulled many good 
merchants into thinking they are 
happy. But any departure from nor- 
mal must be paid for sometime—un- 
less you think widespread spending 
doesn’t have to be paid for ultimately. 
So, this profit that is coming out of 
the legitimate needs of regular dis- 
tribution expense must be paid for 
some place else—and a headache is in 
store for somebody. Sooner or later 
there will be a limit to which utilities 
will be allowed to go in financing 
deals of this kind. Let us hope that 
none of you will try to emulate them. 
Rather, instead, let us hope you can be 
like our own Detroit Edison—coop- 
erative, helpful and understanding.” 

“The New York people had better 
load their lines plenty now, because 
they won’t put many appliances on 
their wires in the next ten years. 
Appliances are bound to be as popular 
as the proverbial “cat’’ at a lawn 
party for the next several years in 
New York. Profitless merchandising 
has never permanently helped distri- 
bution—it bankrupts dealers and 
causes the public to refuse to buy later 
at regular prices because these prices 
seem high after having been cut.” 


EpItTor 


MceGRAW-HILL PUBLISHING COMPANY > INC. Publication Office, 99-129 North Broadway, Albany, N. Y. Editorial 


JAMES H. McGRAW, Founder and Honorary Chairman 
James H. McGraw, Jr. 


President 


B. R. PctNam 
Treasurer 


Howarp 
Executive Vice-President 


MASON Britton 

Vice Chairman 
D. C. McGraw J. E. BLacksourn, Ir. 
Secretary Director of Circulation 


and Executive Offices, 


Electrical Merchandising, April, 1940, Vol. 63, No. 
United States, 


Entered as second-class matter August 21 
under the Act of March 3, 1879. Printed in U.S.A 
Member of A.B.C. Copyright 1940, by MeGraw-Hill Publishing Co., Inc., 


330 West 42nd St., New York, N. Y. 
Published monthly Price 25¢ a copy. Subscription rates— 
Canada, Mexico and Central American countries, 
countries, $3.00 a year or 15 shillings. 


One year for $1.00, three years for $2.00. All other 

at Post Office, Albany, N. Y., 
New York.”’ Member A.B.P. 
42nd St., New York, N. Y. 


Address 


as 


8 
ay 10 
fe 
.. 16 
= 
_| 2 
.. 
| 
. 
| 
= = 
44 
a J 
| 
| 


FIRST 


IN PRODUCT... 
IN PROMOTION... 
IN 1940 PROFIT PrAans! 


> 


£ Co 


pare th 
e new products and plan now bei 
ng 


PORTA-MATIC 


THE FIRST COMPLETE PORTABLE 


IRONER BUILT 


TO TRADE AND CONSUMER SPECIFICATIONS 


It takes 4 leader to build 


MATIC” Portable 


tages that have made the EASY line 4 leader in the Home 
laundry equipment industry! Like all 1940 EASY achievements, 


it is designed to give 
sell the new “PORTA- 


features! It’s the first really 
market! See it—compare it 


feature with any 
be amazed that any 


these plus selling points can sell for 


Ironer 


other portable! You'll 


a leader! The new EASY “PORTA- 


combines all of the quality advan- 


appliance dealers extra profits! You can 
e ithas big-ironet 


complete portable ironer on the 


feature for ON LY 


$3995 


ironer with all of 


Extra Features 


2 SPEED moO . Large 
21” Roll es at 2425 
square inches a minute 
or 1616square inches pert 
minute. Simple switch 
controls speed. 


3 WAY HEAT CONTROL 

. . Master thermostat 
delivers safe, even 
for every fabric. 


heat 
Safe- 


mean Extra Sales! 


guards against ironing 
scorch. 


AUTOMATIC CORD RE- 
WIND REEL - or 
winds itself—disappears 
inside base. 


Foot CONTROL ROLL 
stop . . - Stops roll for 
pressing ‘and smoothing 


out larger garments. 
EASY TO STORE. Hangs 
ona ook in closet of 
stows away on any shell. 
FREE UNDER - -ROLL spact 
Large pieces like 


ing b 
brack 


plus 14 other features never before offered on any portable ironer at any pric 


@ See EASY’S 
; announced in nation-wide dealer meetings! 
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THE EASY 1940 
“TABLE-TOP IRONER LINE! 


MODEL140: Exclusive 


3 speeds — 3 heats .- 


Clothes adjustment s 


priced field! 


SEND FOR 
YOUR COMPLETE 


with EASY, 
. Automatic 
cord reel ..- Adjustable clothes 
rack ... Three-panel cabinet... 
helf. Deluxe 


features that really sell! 


MODEL 340: New 2-Speed EASY 
Ironer. 3 Heats. Swinging table- 
top. Foot-control roll stop. 
ger-guard... Knee control! ... 

thrilling bargain in the medium- 


Fin- 


MODEL 240: First showing! 
EASY’s exclusive 3-speed control 
at $10.00 less than ever before! 

Heat Control. Safety-Bar 
Shoe Guard. Automatic Cord 
Reel. Clothes Adjustment Shelf! 


mopvtt 440: Big ironer features 
at a new low price! 3-wa heat 
control. Foot- controlled roll 
stop. Knee-control . . - Clothes 


top! Features galore! Priced for 
immediate sales! 


’ 
HERE’S WHAT YOU GET! 
Check Your Savings Charts 
Washabili 
Demonstration Manval 


gerd Timers Spring Cleaning Display 
ermometers and many other items! 


MAIL COUPON NOW! 


“Save up to $50 this spring with 
an EASY Spiralator Spindrier.” 
That's the story EASY dealers are 
carrying to their prospects this 
spring. And EASY gives you 4 
complete package of promotional 
materials that helps you conduct drapes, 
sensational proof demonstrations 
: that sell the extra value of the better 
adjustment shelf. Swinging table- | models. Send for the complete 


BIG SPRING 


SAVINGS PROMOTION FEATURES 
HIGH-PROFIT SPINDRIERS! 


Sensational 
savings 


story 
that sells! 


EASY Spring Package. It shows 
you how to sell value . . . not price 
...to your customers. Shows you 
how an EASY big profit Spiralator 
Spindrier will wash extra items 
like blankets, curtains, slip covers, 
etc., and save more money. 
It is the most effective tool to sell 
up that has ever been offered to 
electrical appliance dealers. 


EASY WASHING 
MACH 
Syracuse, New York INE CORPORATION 


Send me FREE Spri 
pring Promotional P 
Also complete story on the new nthe god appliance dealers 
-matic. 
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YOU 


THEN the duke in Mark 


Twain's book, “Huckleberry 
Finn,” wrote a preposterous 
advertisement and said, “That'll bring 
‘em in, or I don’t know Missouri,” 


he was voicing the sentiment of every 


copywriter who ever set pencil to 


vellow paper. The tendency to fudge 
a little, t lraw the long bow, to wax 
exube t is natural as life. We all 
want the ad to pull, and so we make 
t “good 

Unfortunately, like the shepherd 
boy in the fable who hollered “wolf” 
so often that eventually no one be- 
lieved him, this is what happens to 


which takes the trouble 
to put on its hat and go see what we 
have got, finds out that the idvertise- 
ment exaggerates the proposition. As 
a result, it unfortunately loses faith 


» all advertising ind good propos! 
tions as well as bad cease to pull in 
customers It is its new power to 
consider this public’s interest, under 


+} 
the Wheeler-Lea amendment, that has 
brought the Federal Trade Commis- 

nm into the advertising picture so 
forcetully. Flanked by Better Business 
Bureaus over the country, who act as 
watch dogs, the whole thing means 

entirely new situation prevails in 
the advertising field 

Local merchants, who have sat by 
complacently while the Federal Trade 
national 
firms, are in just as much danger 


Commission has leaped 


Violations of cease and 
desist orders can quickly bring dam- 
age suits in Federal court, which are 
both expensive to a dealer and some- 
thing he s almost certain to lose. 
Within the last two months’ time 
some $9,000 was collected by the De- 
partment of Justice for such viola- 
tions, and this brings home the point 
that the whole thing means business. 

With the drawing up of codes by 
organizations and associations, such 
as the trade practice rules for the 
radio receiving set manufacturing in- 
dustry which was promulgated July 
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22, 1939, these guild agreements have 
the force of law on both members and 
non-members. They represent the 
practice of the industry. 

Inasmuch as example is the best 
guide to copywriting that will stay 
within the law ELectrricaAL MercHaAn- 
DISING analyzes several examples of 
brought 
down the fire of the Better Business 
Bureaus. 

At the present moment the chief 
offender is a special model. On Feb- 
ruary 14 a Middle West department 
store advertised a washing machine 


local copy which recently 


at $39.50. This copy was captioned, 
“Another chance to save $40.” The 
advertisement went on to say this sav- 
ing could be made on a $79.50 list 
price washing machine. Now such 
copy, if true, made other dealers sell- 
ing this model and trying to get 
$79.50 for it, look like a bunch of 
clowns. Consequently the Better Busi- 
ness Bureau got in touch with the 
manufacturer. It was discovered that 
this particular washer was a special 
promotion model which never did 
have an established list price and the 
statement, “save $40” was inaccurate 
and misleading. Furthermore, the pic- 
ture of the wrong agitator was used. 

Another advertisement offered a 
washer at $38.95 with this caption, 
“Save $20.” This again was a promo- 
tional model and never had an estab- 
lished list price, and therefore the $20 
saving was fictitious. 

All prices and reference to them 
must be legitimate. You cannot ad- 
vertise, for example, that a radio is 
“made to sell for 50 per cent more.” 
\ny merchandise must be described 
as exactly what it is. If it is a 1939 
model made in 1940 from old dies, 
that must be noted. It is not permissi- 
ble to mark up the price to cover 
a trade-in. If this is done with a model 
on which there is no list price, this 
fact must be in the advertisement. Any 
cut in price must be made from an 
authentic base. 

Following are some of the standard 


practices for appliance and radio ad- 
vertising as drawn up by the Chicago 
setter Business Bureau for the 
Illinois Radio and Appliance Dealers 
\ssociation, which are typical: 


LOTTERY METHODS 
OF SELLING 


A whole flock of Federal Trade 
Commission cease and desist orders 
have been handed out to any organiza- 
tion that attempted to sell through 
lottery methods. Punchboards and the 
like and drawings haven’t a chance 
any more. 


RENTAL 


Advertisements offering to rent 
household appliances at a_ specific 
price should state clearly one or all 
of the following conditions that the 
customer is obliged to: (1) Be a 
prospective purchaser; (2) Rent the 
appliance for several weeks; (3) Pay 
extra for pick up and delivery; (4) 
Pay extra for insurance. The word 
“rental” shall not be used in adver- 
tisements offering the use of an appli- 
ance if the customer is requested to 
sign a contract to purchase such an 
article. 


NEW and USED MERCHANDISE 


Appliances other current 
models shall be specifically described 
by the words “discontinued models” 
or by the year in which they were 
placed on the market. Such descrip- 
tion must appear in type equally as 
large as any other principal words in 
the caption. 

Unless otherwise stated, all mer- 
chandise is assumed to be new and 
of first quality. Rebuilts, trade-ins, 
repossessed or used merchandise must 
be conspicuously described as such. 
Such important information shall not 
be buried in the text of the copy. 

The words “floor sample” and 
“demonstrator” or their equivalent 
are to be employed only in connec- 
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tion with merchandise in good cor 
tion and which has been used { 
demonstration purposes only. 

The word “repossessed” must 
be used to describe old antiquat 
trade-ins. 


MISLEADING PHRASES 


The Federal 


cracks down vigorously on any atte! 


by the advertiser to deceive the cu 


tomer as to his status. Such wor 
as “come to our factory,” “buy direct 
“warehouse sale,” “factory rebuilt 
“money back guarantee” or “whol 
sale prices” are sure fire trou! 
bringers to the advertiser, if not tr 
If a dealer does not own a se 
department he cannot talky 
service department.” 


er STRATION 
advertised, “All our garments 
absolutely guaranteed (in small ty 
“to be double-stitched”’ ) 


would | 


considered as deceiving the public be 


cause the effect on glancing at the 
is different than the text actual 
connotes. The featured price quoted 
an advertisement shall be underst 
to include delivery and_ installat! 
charge, unless otherwise specified 

When reference is made to cre 


privileges in an advertisement w" 


such words as “pay only 15c a da) 
“$5 monthly” or “no money dow 
such terms shall refer to the mo 
and make available at the teat 
price or the make and model ill 
trated. 


All illustrations shall be a faithiu 


and accurate reproduction of 
merchandise offered at the featur 


price. Furthermore, the price mu 


apply to the model illustrated 


AVAILABILITY 


. . 1 ha 
All advertised merchandise shall 


on display, willingly sold «nd 


livered promptly and at the te ms 4 


Trade Commissiv 


ew 
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today to dis- 


Another Chance to Save $40 HF. 
n legislation. On a $79. 50 List Price Ful ite Teeth 


nti! Thursday. 
ps, it will take 
000 Treasury- 
tion bill—in- 
te committee 


House-ap- 


in New Law 
Makes Truth 


the Best Bet 


Turns 


is owner. 
upplies were 


prices offered. For any brand, name, 
model, manufacturer’s name or illus- 
tration of a known make is used in 
advertising adjacent to or in connec- 


50X 
0d cond 
used | eception | 


Feb. 14.—UP ion with the price, at least one of 
ee of his florist ch shall be available at the price 
antiqua ore any one ad. 

nt. ‘repped 


+d shut, Turn- 


REDUCTIONS 


eOn reduced merchandise it is held 


nodded pleas- 
all boy walked 
leased him. 


P 


ommissing 


ny atter — ro. that the last previous price at which 
» the cu "Call the merchandise was marked must be 


used. Temporary reductions in price 


ich wor 
1y direct should be specific. Such statements as 
” rebuilt “made to sell for—” are out. Adver- 


r “whol 
troul 
not tr 
a seg 


Every a Feature} tisements “at cost” or “at wholesale” 


should refer exactly to the price the 


dealer paid for the item. The amount 
a dealer wants to allow for trade-ins 
is his own business provided the 


Y”" original price is correct. 


y 1. Fully White Porcelain Enameled 
TION Bullet Shaped Tub with Baked 
Finish on Basel a 
W word “free” sans Wi 
Large Large Size C 1€ word free” means W ithout 
ne . $ y tire Family Washing! cost, obligation or the performance of 
mall ty, any service. It shall therefore be con- 
Super Safety Wringer! any service. | re be 
wi vuld y 3. sidered unfair trade practice for an 
public advertiser to describe an article or 
at the : y 4, Dasher Agitator! Buy Doobie commodity as “free’’ when the recipi- 
t actua ent of such free article or commodity 
quote y o Double Guarantee of the Man must purchase other merchandise to 
inderst facturer and 
oven mare retain it. 
nstallati minutes quicker. nn of these famous wash 
sified ead of 8:4 at this amazing low price... p 
end they're gonel For this sale “TWO FOR ONE" 
to ere of Rinso washing granule an 
nent wit it, half on ‘ worth $2.50, FREE wi Such phrases as “two for one” in 
at $39.50... plus savings! 70 or re articles are offered 
ca a 10:15 pm—three If You Can’t Come in g: which two or more articles are offere« 
ey dow ja the Twin Cities ° for one price are considered inaccu- 
a | MAIL THIS COUPON FREE! in Every ne rate and misleading if the price 
featur quoted is greater than the current 
illus established retail price of any single 
= item in the combination. 
TD tend me, without obligation, 
ull Information the Super 
feature Easy Payment Plan. 
rice 0 All guarantees, warranties or other 
d “protection” offered to buyers must 
be specific. When, any additional 
charge is made for such guarantee, 
warranty or protection that fact has 
€ = to be stated conspicuously, such as 
™ Reproduction of an advertisement of a type all too familiar that violates the regulation of three-year service guarantee, $2 
terms 2% the Federal Trade Commission. Illustrations and other identifying matter have been deleted. yearly. 
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G. W. Ousler, general sales manager, and 
G. A. Gardner, sales promotion manager, saw 
to it that every person selling roasters knew 
the whole story. 


HE little lad who hangs around 
the kitchen whenever his mother 


bakes cakes and says, “I wanna 

lick the bowl,” illustrates the funda- 
mental ippeal ot co king schools. 

Strong men sigh in anticipation 

when they see lamb chops in paper 


panties, women chortle and cluck over 
a fuzzy cocoanut layer cake. The sight 
if skilled cooks producing food like a 
magician drawing rabbits from a hat 
And 
vhen the home ec mi Ir 

\ I nome economist starts draw- 
ing it kind of 


lectric roaster, to be exact—the per- 


is truly fascinating to the public 


from a new hat—an 
formance takes on new talking points. 

Pittsburgh, Pa., is the latest city to 
witness a demonstration of how prop- 
schools are 


organized cooking 


still the heavy artillery in selling ap- 
pliances. In a campaign from May to 
the end of 1939, the Pittsburgh mar- 
ket was not only cracked wide open, 
but won, for electric roasters. 

Miss Anne Sutter 
“Sooter”), director of 
ics for the Duquesne Light Company 
and her eleven girls take a bow for 
this. Credit for 
seph McKinley, 


charge ol 


(pronounced 


home econom- 


staging goes to Jo- 
vice president in 
and G. W. Ousler, 
manager. The way the 
about 


sales, 
general sales 
whole 
that had an 


understanding of 


thing was gone shows 


somebody astonishing 
showmanship 
Right off it was de- 
cided that Mahomet should go to the 
mountain expecting the 
mountain to come to Mahomet. Cook- 


ing schools should go to 


and 


human nature. 


instead of 


women in 
their neighborhoods instead of women 
expected to come down to the crowded 
business district. Furthermore. if a 
good turnout was to be expected these 
schools must be held at t 


time when 


the youngsters were out under 
foot in school and befure the poppa 
arrives for the evening meal, the board 


\round 1 


must be 


Irom 


ot strategy decreed p.m 
for instance. Chere entet 


tainment as well as infor 


ition di 
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pensed, and hence a tie-up with movie 
theaters seemed essential. Door prizes 
would afford a little sporting interest. 
There must be plenty of publicity to 
the ubiquitous that 
roasters were the thing to own. 

not, the Duquesne 
Light Company found that community 
and the Sun-Telegraph 
were ready to leap at the chance to 
sponsor a cooking school under their 
drum up advertising for 
special sections which would make the 


create feeling 
selieve it or 


new spapers 


names to 


Distributors, distributor's salesmen, everybody, even department store 


girls, learned what roasters will do by eating their products. 


There has never been a good picture 
of Anne Sutter—but this flash will 
show you she is all animation. 


whole thing profitable to the publisher. 
The utility was glad to have the pub- 
lishers take the limelight. Right away 
roasters hit the front page in Pitts- 
burgh and environs and held it all 
during the season. 

hookup made with the 
Warner Brothers theaters who wel- 
comed the chance of getting crowds 
in their theaters during the “dark 
hours” of the day. Prudence Penny 
of the Sun-Telegraph went to bat, get- 
ting out even a special cook book 


was 
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The products of cooperating dealer: 
were set up in the theaters ten di 
in advance of the show, a step whic! 
created a stir. Even trailer movies at 
regular theater programs told what 
was coming. 

So, without walking very far, at 

time that was convenient, and for 

15¢ or 25¢ ticket, Pittsburgh wome 
last year were able to get a whale 

a lot of entertainment. 

Anne Sutter and her eleven assist- 
ants got down to cases in presenting 
the roaster. Calling it a portabl 
electric range, demonstrated 
women how they could save on cook- 
ing costs by doing their pastry befor 
putting in the roasts. She presented 
meat loaf, potatoes, macaroni, things 
that appear regularly on the table 0! 
a $20 to $25 a week income family 
She made’ them understand it was 
cool cooking, that they could go awa} 
and leave their roaster and the meal 
would be ready when they returned 
Highly important was the way thé: 
was done, as too highbrow or dainty 
a presentation would have had head: 
wagging with pleasure and yet would 
not have created customers. 

The fellows like G. A. Gardner 
sales promotion manager, T. O. Me- 
Quiston, sales promotion director, al 
A. A. Osterman, dealer contact ma! 
took no chances in laying the fou! 
dation for their drive. The first meet 
ing was with distributors and di-tribu 
tor salesmen. Everybody had t. wea 
a chef's cap and apron to get th 
place. t 


she 


Around the room were 
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iter roaster filled with goodies. Cafe- 
teria style, the distributors and dis- 
tributor’s men made their first ac- 
uaintance with the roaster through 
king plates of hot food. As a 
result, thereafter a wholesaler or dis- 
tributor talked to a dealer from per- 
nal experience and not from theory. 
[he department store girls were 
‘rought in and sampled the food in 
same manner. So far as_ the 
Duquesne Light Company could man- 
ge, there was not a salesman in 
Pittsburgh who could not talk about 
tasters from actual contact with the 
tood, 
Some 139 dealers cooperated. A 
‘ogie was set in the spring for 5,000 
isters. As a matter of fact, when 


Prospect of a movie, a neighborhood cooking school and door 
prizes were an inducement that housewives couldn't resist. 


ended 7,559 were 
Dealers were encouraged to 
advertise in the community papers and 
in the Sun-Telegraph through a 25 
per cent cooperative allowance from 
the utility for their roaster advertis- 
ing. They got 25 per cent more from 
the manufacturers. There was a clever 
catch in this. If the dealer advertised, 
he could have his name displayed on 
a platform where the cooking school 
was given—otherwise, no soap. 

“When the pot starts to boil in a 
community,” T. O. McQuiston told 
ELECTRICAL MERCHANDISING, “that’s 
the time every dealer gets excited 
about things. They like to see action 
right under their noses and we gave 
it to them.” 


the season 
moved. 


some 


Merrill Cook, Ann Street Radio Co., 
moved them without demonstrations. 


A. J. Vecchiola sold 268 roesters a 
easy as that—snapping his fingers. 
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Boost ROASTER SEL 


LING 


The 1939 Campaign in Pittsburgh 


Sells 


Naturally the sales promotion boys 


saw the chance to offer prizes for 


dealer windows, and fellows like Eng- 
lish & Barnart, Beaver; Garden Elec- 
tric Shop, Clairton; Curries Home 
Appliances, Clairton; Wolfe Electric 
Company, Beaver Falls; Protheroe 
Electric Company, Beaver; George G. 
Welfer, Turtle Creek; and the Raw- 
ding Electric Service, Beaver Falls, 
copped the premiums. Starting May 
22, the shows ran during the summer 
and fall (most of them started at 1 
p.m.) and when the shooting was all 
over this was the record of attendance: 


Community newspaper 


Sun - Telegraph Cook- 
ine schools. 39,500 
County Fair ........22,492 
Other shows ........ 2,120 
72,498 
When you realize the Duquesne 
Light Company serves slightly more 
than 300,000 residential customers, 


that catches a good percentage of the 
housewives in their territory. 

For promotion expense of $18,- 
657.84, exclusive of Duquesne Light 
Company salaries, Pittsburgh was 
made to see, appreciate and want elec- 
tric roasters. The success of the cam- 
paign came from the fact that it was 
tailor-made to suit the habits of the 
average citizen, and overlooked no 
angles of promotion. 

In one season the roaster was made 
almost a demand item, something that 
a dealer could sell with very little 
effort. ELecTRICAL MERCHANDISING 
talked with dealers in three different 
types of communities and this is what 
they said: 


Mrs. James Garden discovered they 
appealed to church people. 


7,559 Electric 


Roasters 


Merrill Cook, Ann Street Radio 
Shop: “Half of the roasters sold for 
cash. There were a lot of people with 
summer cottages who bought them 
and negroes owning poor gas ranges 
in their homes wanted trem. We made 
no home calls. We have made no 
demonstrations. The cooking schools 
do the trick. In our opinion every 
roaster owner is going to be a prospect 
for a range. People have had the 
idea that electric cooking costs are 
high and this has helped to kill that 


impression. In the summertime the 
coolness alone was a big asset. We 
sold 13 roasters in December, and 


they are becoming a hot gift item. In 
many cases the kids bought a roaster 
for their mother and dad. We would 


like to have some more cooking 
schools around Homestead.” 
Vic’s Service Stores, Braddock: 


Said A. J. Vecchiola, “Food demon- 
strations deserve all credit. Miss Sut- 
ter was smart, she didn’t bake any 
turkeys or holiday foods, just did a 
lot of thrift cooking. We have a 
higher-than-average type of customer 
in this store, and have sold approxi- 
mately 268 roasters, all over the coun- 
ter, and all for cash. The roaster is 
a swell family gift but it is n.g. for 
big families. Women out here use 
them about once or twice a week. We 
can’t have too many cooking schools 
out here. A good movie, a cooking 
school and door prizes all for 15¢ 
will bring every woman in the neigh- 
borhood in.” 

Garden Electric Shop, Clairton. 
Said Mrs. James Garden: “The roaster 
goes over big with families that want 
to go to church Sundays and have 
their meal cooking while they are 
gone. We always quote a_ roaster 
with the dishes included. Women 
around here use them to bake meat 
roasts and meat loaf, potatoes, beans, 


rolls and cakes. Puddings fail in 
them, I think. We sold 22 roasters 


in the summer and 15 at Christmas. 
Ninety per cent of them were sold on 
time, something we encourage as we 
like to have a lot of people coming in 
the store. The typical buyer is a 
middle-aged woman with an income 
of around $1,500 to $2,500 a year. 
Medium or families like 
them best. 

“A lot of prospects inquire about 
the cost of operation. I always find 
out if they know what block they are 
in on their light bills. If they are in 


small-sized 


the 2¢ block, they can run _ their 
roaster for one hour for 2¢. That 
usually answers them.” 
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Salesmen... 


problem in 


} 
the major appliiat 


"Tine second biggest 


industry is 


ie handling of salesmen—how 
to pick them, how to train them, how 
o pay them, and a long list of other 
“hows”. The number one job is, of 
course, making a profit. Very often, 


usually in fact, success in number one 


is dependent on how well number two 

Many sellers have found the answer 
to the salesmen question; a few others 
[ but the vast 
are floundering around like a 


norse in a mire, 


ire sort ot “getting by : 


number 


The editor of this publication re- 
cently said, “Individual success is sel- 
dom copied” which is most true. A 
man or an industry will seldom follow 
the methods of just one person irre- 


spective of how successful he may be. 
soth know the personality of the man 
been the dominant factor in 


We all have 


may have 


what was accomplished. 


seen outstanding jobs done by men 
using a hard or a poor plan. 
rhe above is why we made a ques- 


tionnaire study to get a picture of how 


salesmen fare in this appliance field. 
The questions did not in the least 
attempt to find out what owners think 
of salesmen or vice versa. We only 


wanted to know who got what in dol- 
lars and how the getting affected the 
final results—money in the bank at 
the end of the year. 

\ representative number of ques- 
back well filled in. 
Nomenclature is our only stumbling 
block. For example, “What is an out- 
side salesman?”. Many assumed him 
to be only one who goes up and down 
We know 
a number said they 
but later 
stated maybe sixty per cent of their 


tionnaires are 


streets ringing door bells. 
because quite 


gin 
this 
} ] 

} salesmen 


1ad no outside 


were made outside. If a sales- 


out on definite 


sales 


man went leads or fol- 
low ups evidently he was not consid- 
ered salesman. 


Chen there was “ 


an outside 
salary” and “draw- 


ing acc Quite a lot of appliance 


sidered any amount paid 
regularly to a man each week as a 
] when 


deale rs c 


salary; even commissions were 
what he got. We 
true for some of the 
salaries and commissions given were 


prohibitive. 


charged against 


know this to be 


rhe questionnaire was arranged for 
cross checking so that we were able to 
put almost all of the answers in their 
proper classification. Where there was 
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doubt, they were not included in the 
summation. 

We will now repeat the questions as 
asked and give the results. A later 
article will be devoted to a more de- 
tailed interpretation of the survey and 
the reasons for our recommendations 
as to best methods of procedure with 
salesmen. 


1 How many full time salesmen do you 
have outside? 


The average for all answering was 
1.5 salesmen per each. If we eliminate 
those having no outside selling the 
slightly better than 2.5. 
The office boy just saw these figures 
and he said, “Say you can’t have half 
a salesman”. “Oh yes you can, Bud, 
one who is half hearted in his job”. 
Phat stopped him. 


average 1s 


2 How many, if any, selling inside only? 


The average for all returns is 2.08 
each, but of only those with inside 
salesmen the figure is 2.56. 

The “outside” figures above do not 
include two department stores with a 
total of 47 salesmen and one utility 
with 16. There is no doubt that most 
of the so called “inside” salesmen do 
yutside selling as well. This is the 
mixup in terminology referred to early 
in the article. 

We are perfectly safe in saying that 
only a limited number of very large 
outlets have men or women who do 
only “inside” selling. Then the num- 
ber is one, or two at most. 


3 Have you more or less salesmen than 
in 1937? 


37 per cent reported less; 22 per 
cent said more; 41 per cent about the 
same number. 

Pecularily most of those reporting 
fewer outside salesman show none at 
present. Evidently these dealers have 
been unable to select, train and con- 
trol men for outside selling. And yet 
almost all of these merchants have 
“inside” salesmen who do “outside” 
selling according to the report. 

Sounds sort of screwy to us and, 
we'll wager, to you. The point is 


By Ernest C. Hastings 


that there are fewer major appliance 
salesmen today than in 1937. 


4 Do your outside salesmen have floor 
time? 


74 per cent said “yes” and 26 per 
cent said “no.” Of the 26 per cent 
“no” most of them were in types of 
stores or in locations where “floor 
time” would be of no value to a sales- 
man. 

How “floor time” is arranged 
showed a wide variety of methods, 
but by all odds the foremost one was 
for the owner or manager to assign a 
day to each man or say two men. 
With a small sales force this might 
mean one day a week. With a large 
force it could be only one day a month. 
Stores with only one or two salesmen 
often said they left it to the discretion 
of the man or men themselves. 


5 How are salesmen paid? 


All methods of compensation can be 
put under one of three classifications— 
salary only; commission only; salary 
and commission. Drawing accounts 
do not belong in a separate group. 
They are commission only because the 
man must earn his draw on a straight 
commission basis. Salary with quota 
is not commission selling for the man 
does not accumulate red figures which 
he is supposed to make up. He may 
get fired if he fails for too long to 
make his quota. 

It would be impossible to go into all 
the ramifications and trimmings of the 
above methods in this article. All we 
are after is to find if there is any one 
way to pay salesmen most satisfactory 
to the industry now. 

Inside salesmen are paid a straight 
salary by exactly 50 per cent of those 
reporting. The other 50 per cent pay 
salary and commission. Note that no 
one reported a commission only basis 
for inside selling. 

Outside salesmen are being paid as 
follows:—5 per cent salary only; 45 
per cent commission only; and 50 per 
cent salary and commission. 

Inside salesmen on salary only 
ranged from $15 to $35 per week 
with an average of $26.61. 

Outside salesmen on straight salary 
ranged from $25 to $45 per week with 


APRIL, 


an average of just about $35. Th 


number on this basis is so small y 4 hie 
consider the extremes and the averag: 
to be of very minor importance. ld 

Inside selling on straight commi:. Sever 
sion is out. ‘ setting 

Outside compensation for straigh: justif 
commissions for the four major items MR. reach 
averaged as follows: — refrigerator: 
11.9 per cent, washing machines i¢ ¢ 
per cent, ranges 11.4 per cent, ironers MH ., per 
11.9 per cent. Other items 12.2 per fH... bel 
cent. Under this heading is included t 
all commission selling whether wit . mive 
or without drawing accounts. Ten perf cod 
cent was the low and 15 the high for xpecte’ 
each item. 55 aS 

Salary plus commission was favored ching w 
by more than 50 per cent of all returns 
as the best way to pay outside sales- Jj —_—_— 
men. We are more than pleased with fi, p, yo 
this for we feel it decidedly the best 
for all concerned—seller, salesman ani j™ 
customer. “Yes 

Salary plus commission attracts a JM said 72. 
better class of salesman, keeps him Some 
her on the job longer, builds for J ing fro 
greater stability and good will, affords J fat mo 
owner or sales manager the power to MM still oth 
direct sales efforts for largest volume bile 
along the most profitable lines. € a SO 

But, there is much to be learned 
about this method of payment as s §j™ 
shown by the wide variety of figures Wha 
submitted to us. b 

Inside salaries range from $10 t 
$40 per week with an average —~ 
$19.77. Outside salaries are fro: >. 
$7.50 to $35 per week with a slightly ¥ 
higher average of $22.19. 

Inside commission in addition — 
salary starts at 2 per cent and stops at Py, 
10. Outside in addition to salary th utside 
top stays at 10 but starts a little higher iploy 
at 3 per cent. It goes without saying 7. 


that the higher the salary the lower the 
commission must be if selling costs ar 
to be kept within profitable bounds. 
A few slight variations of this “plus 
salary” method are worth mentioning 


One dealer strongly favors a 25 
cent of profit as the best commissio “N, 
plan. Profit here is, of course, 
And, gross is after any trade-in allow’ 
ance is deducted. iii, 

Another merchant does not like pet ectr 
centages so pays a fixed bonus in do- @ .), 
lars in addition to salary for eac’ ite kinds. 
sold. The dollar bonus shows an 1 nm br 
creased percentage of selling pric not 
the higher the latter goes. ma" 
believes such an incentive leads ‘o Me tual 
selling of the higher priced ref get cons 
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ach item 


tors, washers, ranges. Maybe so, but 
e’d have to know about his reposses- 
sions and some other things before we 
ld okay it. 

Several questionnaires favored the 
setting of a quota which must be sold 

justify the salary. After the quota 
s reached a percentage is paid on all 
above the required amount. This is 
fine if the quota is fairly made and if 
the percentage of excess sales is not 
way below that used in arriving at the 
salary to be paid. The latter is almost 
, universal fallacy where quotas are 
used. Just why a salesman should be 
xpected to take half as much on ex- 
ss as on required business in some- 
thing we never could quite figure out. 


6 Do you have an automobile allowance? 


“Yes”, said 27.6 per cent; “No” 
said 72.4. 

Some favored a mileage basis rang- 
ng from 24 to 5 cents; others paid a 
fat monthly sum of from $10 to $20; 
till others paid for gas and oil. Auto- 

bile allowances are and always will 
¢ a source of irritation. 


i What percentage of your appliance 

sales are made outside including pros- 

pects brought to the show room by the 
salesmen? 


Estimates range all the way from 5 
9) per cent—the average is 52.4. 
the more aggressive the sales effort 
e higher will be the percentage of 
itside sales. We feel sure any firm 
iploying good outside salesmen will 
id sales made outside the store run- 
ng beyond 70 per cent. 


S What authority does your salesmen 
have to put a value on trade-ins? 


“None” said 28.1 per cent; “lim- 
ed” said 31.2 per cent; “full author- 
” said 40.7 per cent who gave the 
‘alesman the right to fix a value on old 
ectric equipment in the making of a 
ile. Limited authority was of two 
tinds, allowance subject to confirma- 
ton by the office or boss; allowance to 
© not over 10 per cent of the purchase 
tice of the new item. Boiled down to 
‘tual fact it means that over 70 per 
‘nt left the amount of the trade-in 
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allowance to the man making the sale. 
No wonder there is so much howling 
about high trade-ins. 


9 Who does establish the trade-in value 
and on what basis? 


This question would not have been 
asked if we had guessed that the sales- 
man is the final word in almost 75 per 
cent of the cases. Fortunately many 
of the sellers assumed this question to 
mean how are trade-in values deter- 
mined, so the answers are interesting 
and enlightening. 

Almost without exception the allow- 
ance was supposed to be kept within 
10 per cent of the price of the new 
appliance. A few intimated this might 
be slightly exceeded if the new item 
was in a high priced bracket. 

Perhaps the soundest trade-in plan 
was that of a group of department 
stores in a large city. They had abso- 
lutely nothing to do with the old appli- 
ance, and neither did the saleman. An 
outside organization put a value on 
the product to be “taken-in” and that 
allowance was final. It was final be- 
cause this outsider agreed to pay cash 
for every refrigerator, washer, etc., 
taken as part payment but at his valu- 
ation. It is the most satisfactory solu- 
tion we have found for the worry of 
trade-ins. 

Of course a number of the dealers 
said trade-ins were taken at their 
resale value all of which only means 
the best trader gets the most for his 
old gadget. This method is what 
makes the whole question of allow- 
ances on old appliances the great 
problem it is today. 


10 What responsibility does your sales- 
men have for the sales of second hand 
appliances? 


Here is one of those questions it is 
hard to reconcile with the other facts 
of the questionnaire. But the question 
and the answers are too plain to be 
disputed. 

Back in question 8 we find the sales- 
men in almost 75 per cent of the cases 
with full or limited authority to place 
the value on trade-ins. 

Then in answer to this question we 
find in 79.4 per cent of the returns the 
salesman has absolutely no responsi- 
bility for the second hand appliances 


More than fifty per cent of retail major 
appliance volume depends on aggres- 
sive personal salesmanship. Compari- 
son and analysis of current methods 
of paying and managing the sales force 


once they are removed from the home 
of the customer. He has a limited 
interest in 9.6 per cent of the cases. 
Only 11 per cent of the firms make 
the salesman resell the old appliance. 

Most questionnaires simply said, 
“We pay regular commissions on the 
sale of second hand items.” 

The answers to numbers 8, 9 and 10 
may well be the “skunks under the 
front porch of appliance selling.” 


found women doing an outstanding 
job in selling major appliances. You 
probably recall a story in ELEcTRICAL 
MERCHANDISING of a _ department 
store in Birmingham, Ala. using 
women successfully. However only 
15.2 per cent of our questionnaires re- 
port the use of men and women, and in 
most of the cases the women did inside 
selling only. 84.8 per cent of dealers 
are sticking to men only. 


11 What are your sales costs for sales- 
men only—for salesmen plus super- 
vision? 


The former averaged 12.38 per cent 
and the latter 19.90. These figures 
check fairly closely with other statis- 
tics we have at our disposal. 

We would, however, point out how 
far apart the figures are with a mini- 
mum of 4 per cent for salesmen only 
and a top of 40. Salesmen plus super- 
vision varied from 2 to 50 per cent. 

The variation is purely a matter of 
individual methods of keeping books. 
The appliance industry has not as yet 
set up or established a standard of 
practice. When this is done it will 
make comparisons more helpful. 

A case in point is that of a utility 
group one of whose units has over 
twenty salesmen. This group has one 
very unique policy with reference to 
salesmen. All 


prospects are regis- 
tered by the men. 
Suppose salesman “A” discovers 


Mrs. Draw, one of his prospects, has 
bought a refrigerator or other product 
from some dealer in his territory. If 
he has called on Mrs. Draw within 
sixty days, and his claim and sale sub- 
stantiated, then said salesman gets 
one-half the full commission. The plan 
has many points in its favor. But it 
does make the selling percentage for 
salesmen only look high and would be 
of no help for comparison to another 
seller of major appliances. 

Our contention is that this bonus for 
lost sales and many other similar ar- 
rangements should not be charged to 
direct selling. They should be entered 
against good will. 


12 Do you use as salesmen, men only? 
women only? men and women? 


This question was asked because of 
a number of cases where we have 


13 Approximately what is your turn- 
over in salesmen per year? 


One man with whom we talked said, 
“TI don’t know, and who cares?”. It 
does sound like a dumb question, and 
the answers even dumber. They are 
from zero to 200 per cent. 

But, Mr. Appliance Seller, profits 
in refrigerators, ranges, washers, etc., 
are wrapped up largely in this answer 
and the one to number fifteen. 

We have yet to find a seller of 
major appliances with a turn over in 
salesmen of over 25 per cent who is 
making money or satisfied with the 
business. Some day soon we hope to 
write an entire article on this subject. 


14 Do you split commissions? 


This question was asked only to 
gain further light on how salesmen are 


handled. 72.4 per cent said “no”, and 
27.6 “yes”. This is often a tough 
problem. Our contact with selling the 


country over indicates split commis- 
sions to be bad under any condition. 
This, of course, does not apply to the 
salesman who, of his own accord pays 
a percentage or a flat price for leads 
that result in sales. 


15 What is the average annual earnings 
of your appliance salesmen? 


The range is from $1000 to $2500 
per year. The average is exactly 
$1500 which is two hundred dollars 
higher than that usually quoted for 
such employment. Not a bad showing 
in an industry so highly competitive 
from every standpoint. 

We also asked what is being done 
to attract better salesmen and the 
answer was almost 100 per cent “noth- 
ing”. More on this next month. 
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Why 
JOE 


Life’s a Bowl of Cherries 


for Him, But no Pay Check 


WHY HUSTLE OUT IN THE COLD SO EARLY WHEN I'VE GOT A GOOD WARM 
BED. TEN O'CLOCK’'S PLENTY SOON ENOUGH TO BEGIN. BESIDES HOUSE- 
WIVES ARE BUSY WITH SOMETHING ELSE RIGHT NOW. 


“WHAT IN HECK DID | DO WITH THAT LIST OF PROSPECTS. | SHOULD HAVE 
GOT MY CARDS AND ROUTE READY LAST NIGHT. OH, WELL, BETTER NO 
THAN NEVER. LET'S SEE NOW ... H'M.” 


AFTER BREAKFAST. GIVE ME A CIGARETTE AND THEN I'LL FIND SOMETHING 
INTERESTING IN 24 PAGES OF NEWSPAPER.” 


y pear NOTHING LIKE A MORNING PAPER TO SETTLE ONE'S MEAL RIGHT 


4 "YC 
IT's 


“HERE'S OLD DOC FETTERLY—! WONDER IF HE'S HEARD THAT ONE ABOUT 
THE MAN WHO SAW A BOY CATCH A JACKRABBIT DOWN IN ARKANSAS?" 


“WHAT'S THE MATTER HERE? EVERYBODY ASLEEP—I'LL LEAN ON THE BEL 
A WHILE AND ROOT THEM OUT.” 
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!@ AT LAST A DEMO—"LADY YOU SAY YOU DON'T LIKE TO HAVE A MAN “THERE'S A WOMAN AT THE WINDOW—I'LL HOLLER UP AT HER. MAYBE | 
| WEAR HIS HAT IN YOUR HOUSE AND SMOKE UP YOUR KITCHEN?” CAN DO A LITTLE BIT OF LONG DISTANCE SELLING.” 


YULD HAVE “YOU MEET SOME OF THE CUTEST GIRLS IN THESE HOUSE-TO-HOUSE CALLS. “GEE, HERE'S A NEW TAVERN TO TEST. COME ON IN, FELLOW, WE WON'T BE 
TTER NO IT'S NO WONDER THE AFTERNOON GOT AWAY FROM ME." IN HERE A MINUTE." 


Makes 


q “NUTS! THIS COMMISSION CHECK CAN'T 
we 0 :: SEEN WITH A MICROSCOPE. A LOUSE 
COULDN'T LIVE ON THIS MONEY. | OUGHTA 
GET MYSELF A JOB WITH A PAY CHECK 
THE BELL ATTACHED." 
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Pacific Power & Light 
Helps Sell Apples 


ARRYING out its 
a good citizen of the territory it 
serves, the Pacific | and Light 
in an ac- 
The 


North- 


ide being 
veing 
,ower 
Company has 


1 
“ampaig? ty ce nr 
Campaign to ell ippies. 


tive 


ipple industry of the 


west has been hard hit by the with- 
drawal of European markets through 
war conditions and the idea is to 


develop the local demand to absorb the 
surplus. From December 
March first the power company’s bills 
will carry the slogan in colors “For 


first to 


Health Eat an Apple Today.” Bill 
stuffers give further details of the 
campaign. A table of the different 


types of apples and their uses is in- 
this folder. Counter cards 


ire also displayed prominently in dis- 


cluded in 


trict offices. In fact, the Pacific Power 
ind Light Company’s apple selling 
campaign is probably the largest pro- 
motion ever staged outside of the fruit 


industry. 


50 Cent Payments 
Bring ‘Em In 


A 


company 1s 


SMALL appliance promotion af- 
both and 
a spring activity of the 
New Mexico Power Company of Santa 
Fe, N. M mmpany, along 
with most other New Mexico utilities, 
went out of the appliance selling busi- 


fecting dealers power 


Chis power ec 


ness about a year ago, leaving it in the 
hands of dealers. The present activity 


ELECTRIC HEATERS 


Win! 
WESIAX 
HEATER 


plans an advertising campaign, with 
stuffers sent out to all customers, urg- 
ing them to consult their own dealers 
for details. Main feature of the cam- 
paign is the low down payment of 50 
cents and 50 per month. The 
monthly payment is purposely made 
below a $1 in value, so that it will be 
difficult to send it through the mail by 
check. The customer is urged to come 
into the store to pay her installment, 
with the idea that once in the store, 
she will find other items of interest to 
be bought. 


cents 


Party Line Method of 
Telephone Instruction 


= telephone is an important tool 
of selling—and one which is fre- 
quently not employed to the best ad- 
vantage. In order that the commercial 
division employees of the Los Angeles 
Bureau of Power and Light should 
learn how to make effective use of 
this important medium of contact with 
the public, a course of instruction in 
telephone technique was recently pro- 
vided through an arrangement with 
the Southern California Telephone 
Company. 

The lessons were made particularly 
telling by use of a unique device which 
permitted the recording of the voice 
of each individual taking the course, 
the record later being read back onto 
the line, while all members of the 
class, including the original speaker, 
listened in. 


Miss Claire Blais of the Telephone 
company, 


who conducted the course, 


One way of finding out whether the public will like an innovation is to ask them 


to vote on it. 


Customers Vote on 
Colored Heaters 
reaction to 


O find 
| the new Wesix heaters 


which have recently been put on the 
narket, the San Francisco office of 
the Pacific Gas and Electric Company 
recently placed a display rack showing 
samples of all colors and the natural 
metal alongside the cashiers’ windows 
in their Sutter Street building. Cus- 
tomers who came in to pay their bills, 
were attracted by a sign which sug- 
gested that they might “win a heater,” 


the 


ce ed 


customer 
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Here's a vote on colors for heaters. 


at no cost and no obligation, by vot- 
ing for their preferred color. The 
votes were dropped in a slot in the 
display frame, and from the names 
thus registered, a drawing was made 
on a specified date in October. Floor 
salesmen were on hand to distribute 
The 
voting extended over a three weeks’ 
interval. 

Results of the balloting showed 
about a five to one preference for the 
colored heaters, with special votes 
given to the various colors almost 
evenly divided between the different 
hues. 


ballots and answer questions. 


emphasized the importance of breath 
control. The chin should be kept out 
so as not to constrict the muscles of 
the throat, according to her instruc- 
tions. If tongue, jaw, lips and throat 
muscles are relaxed, the customer at 
the other end will not have to ask 
you to repeat the conversation be- 
cause of the indistinctness of your 
speech. Persons whose tendency was 
to “tighten up” before the mouthpiece 
were soon detected by listening to 
themselves, and their fault was easily 
corrected. 

Important points in effective tele- 
phone selling, according to Miss Blais, 
naturalness, an understanding 
tone which indicates your readiness 
and economy of speech, 
which saves the time of all concerned. 
Employees were cautioned against a 
brusque, dictatorial, or servile tone. 
Reading aloud for ten minutes each 
day was recommended as an effective 
method of improving tone quality. The 
pleasant, friendly, cordial, cheerful, 
interested and helpful voice makes 
friends at the other end of the line, 
while quite the reverse effect results 
from a voice which is expressionless, 
mechanical, indifferent, impatient, in- 


are: 


to serve, 


attentative or repelling. Listen 
yourself some time on the phone. 


Ask Distributor to Handle 
Co-Op Advertising 


To get full benefit of cooperative ad- 
vertising, declares H. W. Schoenduve, 
vice president of the South Bend Electric 
Company, South Bend, Indiana, the 
future will see distributors making the 
advertising deduction for the dealer. This 
is the only way that an even uniform 
campaign can be conducted, in his esti- 
mation, as the dealer is too busy to 
attend to such details regularly. 


Bureau of Power and Light. 


Another Los Angeles idea is this attractive breakfast nook with its “quarter- 
round" seat and recessed wired table with the convenience outlets in one leg. 
A built-in end table at the end of the bench makes a convenient storage space 
for appliances. The exhibit is located in the display rooms of the Los Angeles 
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To Meet Bottled Gas 
Competition 


c¥ troublesome has competition of 


“bottled gas” become in the cen- 


tral valley districts of California, that 
the Pacific Gas and Electric Company, 


Stockton division, has recently an- 
unced a program of special dealer 
operation to meet the situation. This 
nludes payment of one third of the 
ealer’s advertising costs, trade-in al- 
wances in which the power company 
iticipates and a plan for 
ealer sales of approved ranges and 
vater heaters. 
In order to qualify for participation 
n the plan the dealer must agree in 
riting to sell only Underwriters’ ap- 
proved merchandise, to maintain a 
mtinuous display of at least two 
dels of electric ranges of 6-kw. or 
lore capacity and at least one auto- 
matic insulated storage type electric 
vater heater of not less than 3-kw., 
\8-gal. capacity, and to do a reason- 
able amount of advertising. A fund 
f $2,500 has been set up, looking 
forward to a program of dealer adver- 
ising of at least $7,500. Qualified 
lealers receive a bonus of $10 for 
every electric range sold which does 
not replace gas or electric equipment 
nd $5 for an approved type water 
neater under similar conditions. 
Arrangements have been made for a 
splay service which will provide for 
the preparation and installation of an 
electric range window display once 
every six weeks for every participat- 
ng dealer. 
The power company will pay 25 per 
ent of trade-in allowances up to $20 
ith larger amounts permitted, if the 
‘uipment has a greater resale value. 
\ $5 allowance is made on obsolete 
“ectric water heaters or furnace coils 
nd $10 for a “bottled gas” water 
tater. Appraisals in which the power 
mpany participates are made by its 
WN personnel. 
Arrangements have been made to 
‘sist dealers with the financing of 
iring costs. The utility will carry 
iting contracts with no down pay- 
‘nts and no carrying charge, at a 
timim down payment of $1 and a 
iximum term limit of 36 months. 
Comoany home service representa- 


bonus 


tives are available to follow up the 
sale of all dealer of company range 
sales. They will also handle cooking 
or baking complaints and will be 
available to dealers for small cooking 
demonstrations to prospect groups. 


Call King Solomon! 493 
Women Win 24 Aprons 


bi VERY woman attending 11 of 

the 14 weekly cooking sessions 
will be presented with an oil silk 
apron,” Miss Louise W. Hathaway, 
home service director, lowa Power & 
Light Company, Cedar Rapids, told 
her classes assembled recently. 

As she looked around she saw dig- 
nified matrons sitting on step ladders, 
women bringing sandwiches in order 
to get a front seat at the 7 o’clock 
class, and a packed house in general. 
The occasion was the 14-week, four- 
a-week cooking school conducted by 
the utility. Total attendance was 
9,365. Perfect attendance (one ses- 
sion a week for 14 weeks) was rated 
by 179 women. Heaviest attendance 
at any one meeting was 253 and the 
smallest was 111 on a rainy Thurs- 
day night. The pay-off came when 
Miss Hathaway discovered that she 
had ordered only 24 aprons as prizes 
for perfect attendance, and 493 women 
swarmed up to the front, qualified to 
claim them. 


Mixes Pancakes 
In Washer 


Pancake Day is one of the annual 
events in Red Oak, lowa. This year 
the lowa-Nebraska Light & Power 
Company lent a washing machine for 
use in mixing up enough pancake bat- 
ter to feed the hungry horde. It 
worked as sweetly as an electric mixer 
and the local newspaper ran a photo- 
graph of the novelty. 


This Electric Kitchen Gets Around 


Transported in a truck and set up in tent displays at country fairs, this portable 
kitchen of the San Joaquin Division of the Pacific Gas and Electric Company 
has hot and cold running water, ceiling and localized lighting, cabinets with illumi- 
nated interiors, usable duplex outlets at all convenient points. 


Model Kitchen for Fair 
Displays 


MODEL electric kitchen with 
A water, lights and other outlets 
completely connected for demonstra- 
tion purposes at state and county fairs, 
but which can be dismantled and 
packed in a truck to be transported 
readily from one town to another has 
attracted much attention at Fair ex- 
hibits of the San Joaquin Division of 
the Pacific Gas and Electric Company 
this season. 

The kitchen is complete with light- 
ing fixtures, cupboard space and lin- 
oleum floors, as well as electric range, 
disposal and dishwasher, automatic 
electric water heater, refrigerator, 
ventilating fan, lights over sink, center 
lighting, radio clock, convenience out- 
lets and internally lighted stall cabi- 
nets, telephone, and public address 
system. It is especially designed with 
a reinforced floor built in four sec- 
tions for setting up over the dirt 
foundations usually found in the space 


the bacon make it veal. 


The Salesmen and 


When the two young salesmen on the right—James Farrington and Earl Dowe 
of Rice & Taylor, Bangor, Maine, were given a quota of a washer apiece for each 
day, they sometimes had difficulty in making quota. And one day, when the 
going was tough, they brought home a calf as down payment on a G-E machine 
—much to the surprise of Gordon Stuart, sales manager, at the left. But the 
calf was disposed of and everybody was happy. Moral: If you can't bring home 


the Fatted Calf 
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allotted for fair displays and a port- 
able drainage tank for disposal of the 
waste water from the sink. Set up, it 
looks like a permanent and completely 
finished interior job. Dismantled, it 
fits into a 14-ton truck. It takes about 
eight hours to put the kitchen together 
in a new location. 

The kitchen is finished in white 
with pastel blue trimmings and is pro- 
vided with a dark blue marbled lin- 
oleum floor covering, with a cutout 
star design in the center. The walls 
are made of two thicknesses of 4-in. 
plyboard braced by 1x5 strips on 16- 
in. centers. The result is a construc- 
tion which is light weight, but entirely 
rigid. The back wall is divided into 
three panels tied to columns at each 
end. Entrance switches and power 
distribution centers are located in the 
columns. Wiring is by means of BX, 
securely fastened to the panels at the 
back. Plug and socket connections 
are used to join panels where the wir- 
ing must be interrupted for conveni- 
ence in transportation. 

One of the most impressive details 
of the kitchen to visitors is the fact 
that hot and cold water connections 
are complete. The lines for this 
service are made by means of short 
sections of rubber hose at points in 
the back wall so as to facilitate dis- 
mantling. Drainage for the sink and 
dishwasher is provided by means of a 
perforated tank sunk temporarily in 
the soil. The fact that fairs are usu- 
ally held in tents set up over bare 
ground makes such an arrangement 
possible. In a building, the regular 
plumbing facilities would have to be 
used. 


Lighting consists of two Holophane 
lights in the ceiling and a marine type 
center light, a soft light over the sink 
and local lights under the steel cabi- 
nets. Automatic lights are installed 
in the steel cabinets and bins. Over 
the front of the display is an illumi- 
nated sign which consists of lumiline 
tubes back of cutout letters. Two- 
way switches, a control board and ten 
duplex convenience outlets, all of them 
“hot”, offer an excellent basis for the 
adequate wiring talk which is a part 
of each demonstration, 
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Seventh Annual Sales Conference Draws 600 §!" 
to Meeting at Edgewater Beach, March 19-22 


HE 
the 

year by 

importa 

an ind 

/ manutat 
pare the 


the Mo 
other ar 


C. E. Greenwood, commercial director E. E. |. who built a fine program with D. M. Debard, 
Stone & Webster Service Corp., N. Y. 


George 
phia Ele 
standing 


Harris E. Dexter, Central Hudson Gas & Elec- W. H. Sammis, Commonwealth & Southern 
tric Corp., Poughkeepsie, N. Y., chairman, Gen- Corp., Jackson, Mich., chairman Modern 
era! Sales Committee, E. E. |., who presided. Kitchen Bureau, conducted a special session. 


Ray Turnbull, first vice pres. Edison G. E. Appliance Corp., Chicago, and R. E. Fisher, vice pres. 
Pacific Gas & Elect., San Francisco, who addressed the Conference on Industrial Power Sales. 


Austin Monty, merchandise manager, Philadel- R. G. Kenyon, advertising manager, Southern Hersche 
phia Electric Co., addressed the Conference on California Edison Co., Los Angeles, talked Co., De 
Some Problems in Marketing Refrigerators. wisely and wittily on Advertising to Sel! Use. on "Deg 


Clara H. Zillessen, adv. manager, Philadelphia Electric Co., who represents utilities and the T. J. Newcomb, manager household refrigerators, Westinghouse and G. H. (Rock) Smith, ¢oner! 
“woman's angle’ on the plan committee of Modern Kitchen Bureau, between Campbell Wood mdse mgr. Edison G. E. Appliance Co. 
(left), Nash Kelvinator, and Ash Collins, parent of Reddy Kilowatt. 
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\ 
| 
vy 
Frigid. 


HE Annual Sales Conferences of 
the Edison Electric Institute have 
vear by year become about the most 
important meetings held in the indus- 
try. In fact, these meetings are 
> an industry forum where utilities, 
manufacturers and retailers may com- 

pare their problems. 

The result is a growth of common 
understanding and an increase in the 
movement toward genuine coopera- 
non. 

In addition to the regular sessions, 
two special sessions were held, one of 
the Modern Kitchen Bureau and the 
other an Industry Conference devoted 


vs 


George E. Whitwell, vice president, Philadel- 
phia Elect. Co., conducted a meeting of out- 
standing interest on Fluorescent Lighting. 


Southern 
Modern 


Southern 
s, talked 
Sell Use. 


Herschel Lutes, Div. Mdse. Mgr., J. L. Hudson 
Co, Detroit, laid it on the line in his paper 
on “Department Store as an Outlet for Ranges." 


M. Bratten, mgr. household refrigerators, 
Frigid sire, Dayton, meeting old and new 
"end: at the conference. 


to Fluorescent Lighting developments. 

The breadth and significance of the 
program is shown by the inclusion of 
two speakers from the general retail- 
ing field—T. V. Houser, vice presi- 
dent of Sears, Roebuck & Co., and 
Herschel Lutes, division merchandise 
manager, The J. L. Hudson Co., De- 
troit, Mich. 

The manufacturing branch of the 
industry was ably represented on the 
program by C. E. Swartzbaugh, pres- 
ident of NEMA, and Harry Boyd 
Brown of Philco Radio and Tele- 
vision Corp., who spoke on packaged 
air conditioning. 


Charles E. Swartzbaugh, president, NEMA, 
president Swartzbaugh Mfg. Co., Toledo, pulled 
no punches in his address on Coordination. 


Carl M. Randel, 
town, presented 
operation in his 


Penn. Power & Lt. Co., Allen- 
a strong case for dealer co- 
paper on Dealer Sales. 


J. H. North, Cleveland, dean of promotion 
through dealer cooperation was an interested 
conferee. 
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A. D. Byler, newly elected president Edison G. E. Appliance, and Reese 
Merchandise Division, Westinghouse. 


Mrs. B. E. Marsh, residential sales mgr. Nebraska Power Co., Omaha, who dramatized ‘Lighting 
the Way for Customers and Dealers'’ to the Conference and Joe Porter, Jr., Kansas City Power 


W. A. Grove, chairman Adv. Committee, Range Section, NEMA, who always closes his eyes at a 


flash bulb, and C. A. Collier, Georgia Power Co., Atlanta. W. H. Hodge can be seen in the 


~ 
background, 
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Sales Are Better Where Margins Are Better... 
Thanks To Kelvinator’s Sensationally Successful Step-Up 
Plan. 79.8% of Kelvinator Dealers’ Business Is In 
Refrigerators From $139.95* and Up! 


Yes, the evidence is pouring in—and it proves the sound- 
ness of Kelvinator’s 1940 program. 

Look at the chart showing the percentage of Kel- 
vinator’s sales by models and prices, and then compare 
these facts with your own sales. The evidence shows 
clearly that Kelvinator dealers are selling higher priced 
merchandise. 

Those who sell Kelvinator have more than a selling 
plan...they havea working selling plan. And it’s work- 
ing because it was carefully planned months ago with 


Throughout Kelvinator’s line of sixes and eights the 
salesman can step-up sales because plus-features in 
each step offer visible and provable added value to 
the customer. 

Kelvinator’s Step-Up Plan might just as well be 
working for you. Get ready now for the heavy selling 
season that’s just ahead. See your nearest Kelvinator 
Distributor or Branch Office—or write or wire direct 
to Kelvinator Division, Nash-Kelvinator Corporation, 


logical and easy-to-sell step-ups between 
models. There are low-priced models for 
the vast low income market . . . and beauti- 
ful, full-featured models (including the 
new ‘“Moist-Master” controlled humidity 
system) specifically designed to get the 
rapidly-growing replacement business. 


KELVINATOR 


Detroit, Michigan. 


79.8% of the Kelvinator Volume is in re- 
frigerators with the greatest margin, the 
greatest gross dollar sale. The aver- 
age unit Sales Price is better than 1600 


30.3% 


7.3% 


S6 | HS6 | RG | S8 HOG RS | HOB 


239°" 


Here are the facts. This chart clearly shows the percentage of Kelvinator sales of household refrigerators b 
different prices. The figures reflect Kelvinator dealer sales to their customers as based on field repor': 
received in Detroit up to March 19th. 


*Prices suggested are for delivery in the kitchen with 


‘ | pa Protection Plan. State and local taxes are extre 
rices are slightly higher west of the Rockies. 
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“If we don't make any more noise than a 
man beating a fur cap with a lamb's tail” 
—O. P. B. Johnson. 


Y OU young folks can’t remember 
how Billy Sunday used to jerk 
Midwest cities up by the spiritual 

hootstraps a quarter of a century ago. 
lhe whole town packed his auditori- 
ums. Pop in his bull dog shoes and 
iwther wearing one of those little- 
bird-on Nelly’s hat affairs sat on hard 
pine benches. 

“What's that fellow 
running around with a 
ior?”, she would whisper. 

The floor got pop’s attention. “I'd 
like to know why there’s sawdust all 
wer the aisles. This ain’t no saloon.” 

Sunday’s acrobatic sermons, Rode- 
eaver’s periodical trombone moaning 
i “Brighten the Corner Where you 
\re” made a tremendous impression. 
The choir sang. “Hit the sawdust 
trail”, was the cry. Sedate clergy 
sniffed, called it religious vaudeville. 

Actually it was mob selling, smart 
psychology. The towns fell under 
Sunday’s sway, talked of nothing else. 
Probably there has been nothing 
ike it since the dancing mania of the 
lark ages. 

What the camp meeting borrows 
irom the circus, it’s proper to borrow 
gain. And, as house-to-house selling 
vanes and the electrical show takes its 
lace, possibly an examination of the 
lorces that stimulate general commun- 
ly interest is timely. 

The Range Festival as it is held in 
South Bend, Indiana, is an occasion 
that is pointing the way. Staged by 
ocal distributors, merchants and the 
indiana & Michigan Electric Com- 
pany, it has succeeded in making the 

mmunity talk about ranges, desire 
ranges and buy ranges as fast as indi- 

‘idual pocketbooks can afford them. 
‘oday South Bend (pop. 104,193) has 
8S electric range to every 54 resi- 
ential customers, H. W. Riley, com- 
merci:l manager of the utility, tells 


Rodeheaver 
trombone 


The job of getting the right stance 
goes back to 1931, H. W. Riley says. 


a UNITS IN SERVICE _ 


Average consumption per 
_fesidential customer 
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ELECTRICAL MERCHANDISING. That is 
a saturation of 18.5 per cent. 

Credit goes to the gala occasions 
called Range Festivals—held in 1937 
and 1939—for awakening the appreci- 
ation that has made other selling 
activity so fruitful. To the foresight 
of the Indiana & Michigan Electric 
Company is due the fact that these 
sales have been profitable ones, with- 
out any Santa Claus in the woodpile. 

“The practice of doorbell pushing 
is dying”, says O. P. B. Johnson, 
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Old Time Camp Meeting 
Enthusiasm Technique 
used 


in Range Selling 


Range sales chart of South Bend looks like 
they were shooting off skyrockets (Left) 


manager of Residential Sales of the 
utility, “South Bend with 40 electric 
dealers can muster only 25 outside 
men. As individual effort to promote 
appliances disappears, the fickle public 
tends to turn its attention to other 
things and spends its money elsewhere. 
Last Christmas 42 high priced wrist 
watches were sold in one day by one 
jeweler before the holidays. People 
with money to spend will pass it over 
the counter for cars, fur coats, cam- 
eras—and these things are competitive 
to ranges. If we in the electrical busi- 
ness don’t make any more noise than a 


man beating a fur cap with a lamb’s 
tail, we will be passed by. Hence the 
Range Festival, the Electric Show. 
You may say that some of the things 
we do are waste motion, are non- 
essential. I reply that a sale starts 
three or four years before the deal is 
closed. A series of events, some seem- 
ingly unrelated, link together in the 
long run and produce action.” 

The Range Festival is held in the 
South Bend auditorium with each 
dealer participating paying $30 
towards expenses. It is a five day, 
nine session school of electric cookery. 
Nine manufacturers selected by a 
drawing are invited to send their top 
drawer home economists to do their 
stuff. Face-to-face, almost, the best 
women in the country go into action. 
Headlined like stars, it is no wonder 
that they bring virtually all of South 
Bend’s housewives on the run, 


Hore. 
DOF FMANN 


Details were buttoned up at lunches with 
South Bend distributors (Above) 


A watthour meter was installed on 
the stage last October to measure the 
energy consumed during the entire 
school. It is interesting to comment 
that 32 correct gusses of $1.35 were 
turned in, with the results that the 
winner had to draw for a $10 prize, 

Program sheets giving recipes used 
by the star home economists were 
bound into folders and presented free 
to women calling at dealer stores fol- 
lowing the festival. 

On the last, or “Buyers” night, only 
those who were frankly interested in 

(Continued on page 91) 
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More plans in a shorter time at a lesser 
cost is being achieved by Valley Elec- 
trical Supply Company, Fresno, Cal. 


ONVINCED that the planning of 
es kitchens for customers furthers 
the use of electric cooking, elec- 

tric water heating, adequate lighting, 
adequate wiring and even house heat- 
ing, the Valley Electrical Supply Com- 
pany of Fresno, California (merchan- 
dising department of the Pacific Gas 
and Electric Company's San Joaquin 
division), has recently expanded its 
service in this field and at the same 
time has devised a series of short cuts 
to lessen the cost of making such plans. 
Che former kitchen planning depart- 
ment of the company was duly adver- 
tised and was used by salesmen who 
brought likely prospects to its doors 
for help, but it is safe to say, in spite 
of such efforts, that many who might 
have made use of this service did not 
know that it existed. H. H. Court- 
right, president of the Valley Electri- 
cal, resolved to remedy this situation. 
He moved the kitchen planning depart- 
ment to the main floor of the com- 
pany’s store and gave it a room to 
itself, a space formerly utilized as a 
radio demonstration room. Here 
Lawrence D. King, with a background 
oi training in the company’s display 
cepartment, designs kitchens “while 
the customer waits”. At least, he 
takes a very short time to do the job. 
For Mr. King, used to applying 
methods of cutting time and labor in 
his display work, has developed a num- 
ber of short cuts and gadgets to aid 
him in his task which have materially 
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shortened the time and labor involved 
and, incidentally, cut the cost of pre- 
paring the individual plan to a figure 
which makes it possible to carry on 
this promotion on a large scale. 

His first “gadget” is a small draw- 
ing board devised from heavy fibre- 
board, with heavy bent wire rod as a 


A typical elevation plan 
drawn by Mr. King for 
a Valley Electrical Sup- 
ply prospect. 


Lawrence D. King uses 
a drawing board of his 
own design to speed 
up kitchen plans for 
prospects. 


support, so arranged as to give it a 
slight tilt. On this, a sliding ruler, 
marked off in inch scale, serves as a 
T-square. The board is also marked 
off in inch scale along the edge. A 
small triangle added to these tools, 
plus the necessary pencils and a soft 
eraser, are all that is required to draw 


APRIL, 1940—ELECTRICAL MERCHANDISING 


up the most elaborate plan. 

Mr. King soon discovered that t! 
drawing of successive plans involv 
the repeated use of a number of sim: 
lar details, in different combination: 
Rooms might be longer or shorter, bu 
fundamentally consist of the same four 
walls, floor and ceiling. He therefor 
drew up a simple chart which he cou! 
use as a template in the drawing 
kitchen plans. He worked out first 2! 
elevation chart for wood cabinet kit- 
chen equipment dimensions, anothe’ 
for steel cabinets and a floor scale. 

Few people, however, are used 
visualizing results from floor plans an 
elevations. They like to see things 4 
they would look in perspective. But 
why work out perspective details 10° 
every individual kitchen? It took son 
figuring, but King found it possible t 
develop a chart which could be use 
in making perspective drawings 10 
kitchens of any shape or dimension 
U-shaped kitchens, broken U-s!iapes 
L-shape kitchens, single wall kitchen: 
and plain oblongs all fit some wher 
into the scale. 

Before the plan is drawn up, 

(Please turn to page 92) 
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the 1940 G-E Refrigerators 
the finest products their kind 
ever offered the American public— 
and will cost less own than any other 


refrigerator any 


This statement is backed by the finest line of 
‘nm G-E Refrigerators ever built—and prices are 
— not only competitive but also protect dealer 
profits. 


When the public can buy known General Elec- 
tric quality, dependable performance and en- 
during economy for so little more than the 
cheapest refrigerators cost—a G-E is the one 
they will want. 


“THEY'LL DO IT AGAIN IN 1940” 
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THE STEWART-WARNER DUAL-TEMP OFFERS YOU THE ONLY COMPLETELY DIFFERENT 
AND EXCLUSIVE SALES STORY IN THE INDUSTRY—AND THE MOST POWERFUL ONE! 


NEW! FREEZING LOCKER «at 22 below freezing holds over 50 pounds of 
food—offers savings and safequards never known before! Preserves fresh- 


ness and flavor for weeks at a time! Greatest demonstration feature in years! 


NO WILTING AND DRYING! Genuine high humidity in every inch of the 


regular storage space! 


STERILE AIR! Sterilamp rays kill bacteria, prevent mold, eliminate ice 


box odors! 
NO DEFROSTING! No moisture stolen from foods to form frost! 
NEW ROOMINESS! /'ull shelves clear to the top—no frosty coils! 


Get all the story from your Stewart-Warner distributor — or write Stewart- 
Varner Corporation, Chicago. 


REFRIGERATORS 


PRODUCT 
A DEPENDABLE PRODUCT BY A DEPENDABLE COMPANY 
Also Makers of Magic Keyboard Radios and Electric Ranges 
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. a used to make real money on a refrigerator 
sale. Remember? 


But your discount on today’s $119—or $99—or 
$89 sale is darned small potatoes compared to your 
discount on the $199—or $219—or $249 you used 
to take in. . . and that several thousand smart 
dealers are still taking in today! 


Prices are down because saturation is up. But 
what does that make you? With prices cut to half 
what they used to be, can you locate and sell twice 
as many prospects, to make the same income as 
before? 


You used to get good prices because you sold 
housewives a replacement for their old ice boxes— 
sold them far better food and health protection 
than they had ever known. Today those same house- 
wives are still able and willing to pay good prices for 
something BETTER. But they're not interested in 
“the same old thing—priced cheap.” 


The proof? Several thousand dealers, with the 
higher-priced, higher-profit Stewart-Warner Dual- 
Temp, are selling 60% replacement business against 
around 25% for the rest of the industry —by selling 
a new, far better kind of food protection to replace 
the kind you’re still selling! 


You too can “dig big potatoes, not little ones,” 
if you sell... 


—the only refrigerators that answer every objec- 
tion and every demand of the replacement 
buyer... 


—the only refrigerators that prospects can’t 
duplicate down the street at a lower price . . . 


—the only refrigerator that replaces the well- 
known faults of other refrigerators with ad- 
vantages never before offered! 
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California, has carried the banner for 


ALESMANSHIP, says the Elec- 
trical Development League of 
Southern California, is a pro- 
fession and it should have as high a 
standard of preparation and should 
attract as intellectual a type of men as, 
for instance, the certified public ac- 
countant group. What is more, the 
League is not only saying that this 
should be the state of affairs, but it is 
loing something to bring it about. 

The whole movement toward better- 
ing the salesman situation in Southern 
California was started about two years 
ago when the League sponsored its 
frst conference group of electrical 
lealers under the George Dean Act. 
The consensus of opinion of this first 
group of dealers was that the principal 
problem of the electrical industry was 
to obtain good salesmen—and they 
requested the League to do something 
to better the situation. The outcome 
ot this was the salesmen’s clearing 
house opened by the League shortly 
thereafter, which registered salesmen 
and kept their records available to 
leetrical dealers in need of additional 
men, 

But this did not entirely settle the 
problem. For it was soon found that 
twas difficult to find enough men of 
the high caliber desired. There were 
‘wo next steps. One was to help edu- 
‘ate the salesmen already employed to 
make them more desirable material 
ind the other was to set out to edu- 
‘ate a group of young men who should 


Raising SELLING rhe 


Rank Profession 


The Los Angeles Chamber of Commerce 
and the State University Join the Pro- 
gram Started by the Electrical Develop- 
ment League of Southern California 


F. L. Hockensmith, secretary-manager of the Electrical Development League of Southern 


better training of appliance salesmen 


make the salesmen of the future. 

The Los Angeles City College, a 
junior college institution which serves 
the southern portion of the state, was 
most interested in the problem as it 
was presented to them and they organ- 
ized an electrical appliance selling 
curriculum, designed to train young 
men specifically to meet the needs of 
the electrical industry. Nine young- 
sters were accepted for this first 
course and given a_ four-semester 
training, part of which consisted of 
actual supervised field selling for 
designated electrical firms in the Los 
Angeles area, which paid for the 
services of the young men at a speci- 
fied rate per hour. The pupils also 
received college credit for their work, 
graduating in the end with a certifi- 
cate in electrical appliance selling. Of 
the original nine, seven were promptly 
placed through the efforts of the 
League, the others finding their own 
jobs on the outside. 

Both industry and college were 
satisfied with this first experiment and 
are now launching a larger group. In 
the 1939-40 General Catalogue of the 
Los Angeles City College a separate 
curriculum heading is listed under the 
title of “Electrical Equipment Mer- 
chandising —a Cooperative Training 
Course.” The announcement goes on 
to say: 

“The aim of this course is to pre- 
pare young men for sales positions in 
the electrical equipment and appli- 
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ance field, in the fundamentals of busi- 
ness, the social sciences, and most 
particularly in salesmanship. Sound 
training in electricity, with special em- 
phasis upon its practical application 
in the sale and servicing of electrical 
equipment is another important objec- 
tive. 

“Cooperative training, as indicated 
in the curriculum below, will be 
offered in the second, third and fourth 
semesters. By cooperative training 
we mean the student will be assigned 
to some electrical equipment concern 
in Los Angeles where he will have an 
opportunity to observe the principles 
learned in the classroom in practical 
operation, as well as to acquire some 
of the sales and technical techniques 
used in their performance. For the 
time spent ‘in the field’ the student 


will receive an hourly rate of pay plus 
college credit. 

“Young men with the following char- 
acteristics can succeed in this type of 
work: 1. Pleasing personality. 2. 
Ability to mix well with people. 3. 
A mature and serious attitude toward 
life. 4. Mechanical mindedness and 
manual dexterity are assets, though 
the lack of them is not necessarily a 
serious handicap. 5. A specific inter- 
est in electricity and its application to 
mechanical equipment also seems im- 
portant.” 

The course includes, accounting, 
advertising, economics of marketing, 
general economics, English, typing, 
retail selling, psychology and _ statis- 
well as instruction in the 
operation and demonstration of the 

(Continued on page 90) 


tics, as 


Range Masters 


Here are a group of Los Angeles range salesmen, who have successfully com- 
pleted the day-long test in mastering the electric range as instituted by the 
Bureau of Power and Light of Los Angeles, entitling them to a certificate as 
"Range Masters". The men have all had a supervised session in electric cookery 
presided over by the home economists of the Bureau. They are given the privilege 
of the use of the Bureau's laboratory kitchens for a full day. The morning is spent 
in use of the range and the afternoon in a demonstration by each salesman of 
the proper method of presenting the appliance to a customer. The demonstration 
must include selling the appearance of the range, the cooking surface, a certain 
number of interesting and important features about the general construction of 
the range, a presentation of the oven and all that it will do for the prospect, of 
the warmer and the utility drawers and of the special controls and convenience 
features of the particular range under consideration. 
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AGITATOR WASHING 
PRINCIPLE 


MATCHES STANDARD 
KITCHEN FIXTURES | 


No RUSTING 


NO CORROSION 


NO FLOOR BOLTS 


BY AN EXPERIENCED WASHER MANUFACTURER 


It's here, gentlemen! The thing thousands of dealers 
have been waiting for... a practical and fully-perfected 
Automatic Washer! Not a “noble experiment.” but a 
tried, tested and proven unit that first of all washes and 
damp-dries efficiently—that can be easily demonstrated 
in any prospects home—that is designed, built and 


guaranteed by the most experienced washer manu- 
facturer in America. 


After two years in the making, Blackstone Automatics 
will soon be rolling from the production line in 
the industry's most modern plant. They will be 
by available to qualified dealers who want a full 


4 


and complete home laundry line blanketing every price 
bracket—to selected dealers who recognize and appre- 
ciate the most liberal and profitable franchise in the 
entire industry—to dealers who are susceptible to sales 
opportunity and allergic to over-doses of service! 


This announcement tells the Blackstone Automatic story 
briefly. To those who act early it offers a once-in-c-life- 
time opportunity to get into the washing machine busi- 
ness on a profitable and protected basis. Read every 
word of the copy—weigh carefully every statement we 
make—compare the Blackstone Line with any and all 
others. THEN ACT! There’s a coupon across the page 
for your convenience, 


_ WRITE, WIRE OR USE THIS COUPON FOR DETAILS ON BLACKSTONES ME 
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solutely New Entirely Differ 


Design, In Principle and In Practicability — 


ITATOR WASHING 
PRINCIPLE 

new Blackstone Perfected 
fomatic uses the proven “agita- 
’ washing principle now ac- 
bhied as most efficient by 99 out 
100 successful washer manu- 
turers. It means easier sales, 
b, because the public knows and 
epts the agitator principle for 
brough, effective washing. 


ER 


price 
ppre- 
1 the 
sales 


story 
1-life- 
busi- 
very 
it we 
d all 
sage 


FRANCHISE & LIBERAL DISCOUNTS 


NO FLOOR BOLTS 


The new Blackstone Perfected 
Automatic can be installed any- 
where—upstairs or down—with- 
out floor bolts, braces, or special 
foundations of any kind. And 
while pipe is recommended for 
permanent water and drain con- 
nections — portable installations 
are entirely satisfactory using 
ordinary rubber hose, 


Consistent National Advertising 


Behind the entire Blackstone line is a skillfully 
created campaign of consistent national ad- 
vertising that will send buyers to Blackstone 
dealers in every territory in the United States. 
Starting soon with a powerful full page in 4 
colors appearing in the Saturday Evening Post. 
the Blackstone campaign will continue regu- [as 
larly throughout the year in leading general l 
circulation and women’s magazines. In addi- 

tion, Blackstone offers a complete program of | 
dealer helps which, for sound, common-sense | 
sales building, is unmatched by any in the l 


industry. 


EASY to DEMONSTRATE 
IN THE HOME 


Home demonstrations are sure-fire 
sales straiegy for this automatic 
washer. You set the Blackstone 
anywhere without bolts, braces 
or foundations — connect supply 
hoses — hook drain hose over 
sink or set tub—plug in — and 
WASH. No damage to floors, 
ceilings, or furnishings. 


Blackstone sells only to legitimate appliance dealers, and offers a fair— 
and—square Direct-Dealer Franchise—an honest, 
that protects you from disastrous “fly-by-night” and “discount” competition. 
To minimize conflicting dealer interests Blackstone carefully selects the 
type and location of dealer outlets. More than this, Blackstone definitely 
recognizes that appliance dealers must have a liberal profit today—and 
protection to assure future profits that are the natural results of today’s 
sales activity. These principles are typical of the policy which has created 
Blackstone’s 69-year reputation for honest, fair relations with both dealers 
and the public, and has made the Blackstone Direct-Dealer Franchise 
recognized as the most liberal, protective and profitable in the entire 
washer industry. 


OPENS ON TOP —SAFE, 
CONVENIENT 


There's no stooping or squatting 
to get laundry in or out of the new 
Blackstone Perfected Automatic— 
because it opens on top. Besides 
eliminating needless “gym- 
nastics,” with the exclusive ‘‘top- 
hatch” hot water cannot be acci- 
dentally spilled on floors, pets, or 


straightforward set-up 


BLACKSTONE CORPORATION 
Jamestown, New York 

Please send me details on the Blackstone Direct- 
Dealer Franchise and the Blackstone line, with net 


| 
children. 
AMERICA'S WASHER MANUEACTURER 


The district of Phoenix 
where homes cost from $25,000 up are com- 
pletely air-conditioned. A special air con- 
ditioning rate has been fixed which takes 
account of the seasonal nature of the load. 


Country Manor 


Lessons in 


Conditioning from Phoenix 


| Where at Least One Residence District 
is 100 Per Cent 


Here are three of the better class type homes in Phoenix all of which are air condi- 
tioned. Practically no new houses are built without some provision for air conditioning. 


HEN you stand on the roof 

of the power company build- 

ing in Phoenix, Ariz., you 
can see 45 water cooling towers 
connected to air conditioning instal- 
lations, one direction 
alone. As a matter of fact, it can be 
safely said that 100 per cent of the 
office buildings of the city are now air 
conditioned. All first class hotels are 
on the list and very nearly all the 
second class structures. It is difficult 
to obtain figures on air conditioning 


looking in 


PAGE 24 


in the homes because of the excelsior 
air cooler situation, but a casual in- 
spection of any residence district re- 
veals the fact that practically every 
house has either a bona fide air con- 
ditioning installation, or a so-called 
desert The Central Arizona 
Light and Power Company estimates 
that there are 40,000 desert coolers on 
its lines, with more going in every 
day. These are wet excelsior boxes 
operated with electric fans or forced 
draft and many of them are home 


cor ler. 


made. On the other hand they may 
cost as much as $75 to $125. Opera- 
tion costs run from $1.50 to $3.00 per 
month. 

There is at least one residence dis- 
trict where every home is air condi- 
tioned in the most legitimate sense, 
summer and winter job. This is the 
palatial Country House Manor, opened 
some two years ago and after eighteen 
months already boasting thirty dis- 
tinctive There is no re- 
striction in the purchase agreement 
which says that owners must put air 
conditioning into their homes, but the 
air conditioning has gone into each 
house as it has been erected, just the 
same, with a 100 per cent record to 
date. 

The fact of the matter is that cooled 
homes are so universally accepted in 
Phoenix at the present time that no 
new house is erected without some 
provision being made for controlling 
summer temperatures. One real es- 
tate development which specializes in 
houses costing around $3200 is adver- 
tising that these are provided with 
air conditioning. Certainly no house 
costing more than $25,000 is now be- 
ing built in Phoenix without a com- 
plete air conditioning installation be- 
ing included in the original plans. As 
the Country House Manor district 
consists of homes of the better type, 
ranging in cost from $25,000 up, it 
follows that they are all air condi- 
tioned. Some of them have installa- 
tions of some size. One house, for 
instance, whose owner was interested 
in glass tile, had as its outstanding 
feature a glass tile wall bordering 
the staircase well. Naturally this has 
affected the capacity of the air condi- 


residences. 


Air Conditioned 


tioning installation required, whic! 
has reached a figure of 50-tons, some- 


thing of a record for a_ residential 
installation. 

This entire district is served with 
underground wiring, which, again, 
has had its effect on the air condi- 


tioning situation. For with one me- 
ter used for all services, it seemed 
advisable for the power company to 
establish a rate which would take ac- 
count of the seasonal nature of the 
air conditioning load. Therefore a 
special air conditioning rate has been 
established which fixes a minimun 
charge based on the capacity of the 
installation for a four-month period 
during the summer, after which the 
minimum charge is reduced to a fig- 
ure based on the other conditions 
the household. This takes the place 
of a rate which required that the 
householder call in at the end of the 
summer air conditioning period 
have his special meter disconnected, @ 
source of annoyance to all concerned. 
This new rate, incidentally, has been 
found useful in small business houses, 
and is proving thoroughly satisfactory 
in increasing load. 

The Central Arizona Light and 
Power Company does not sell air con 
ditioning equipment, but it does pos 
sess a department for giving advice t 
dealers or to those contemplating at 
conditioning installations. Since this 
part of the country has advanced far- 
ther than any other section in this 
field, this department has had an op- 
portunity to learn a good many ‘hings 
from its experience and has done 
some: effective pioneering work 

They have learned, for in-tance, 


(Please turn to page 89) 
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THE KIT PLAN licks your biggest problems! It 
lets you show more models and at the same time cut 
your inventory investment. Builds volume and profits! 


It's NEW! It's GOODI It will make money for youl 


LOW PRICES put Gale in a more favorable posi- 
tion than ever! Gale prices are emphatically RIGHT! 
With Gale, you meet competition without sacrificing 
your margin. Your profits will NET bigger with Galel 


GALE propucts 


GALESBURG, ILLINOIS 
In Canada, GALE Products, Peterboro, Ontario 


FACTORY TO YOU makes lower prices and closer 
cooperation possible. Gale gives you everything you 
need to do profitable refrigerator volume. Real help 
. .. protected territories . . . no high pressure or quotas. 
FEATURES that SELL! Model for model, price for 
price, Gale gives you features that give you a head-start 
with value-wise prospects. It's a complete line! A profit- 
able one regardless of how many refrigerators you sell! 


Division of 


Outboard, Marine 
and 
Manufacturing Co. 


Your present sales force 
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can profitably sell GALE 
Portable Air Conditioning 
Units! Compact, plug-in 
appliances—easy to sell, 
easy to install (no plumb- 
ing or speciat wiring). Two 
models, popularly priced! 
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CARLOAD 


/ 


WESTINGHOUSE RANGES 


As the sign on the train points out, W. H. Rush and D. R. Yeater (the two 
gentlemen on the left) find that doing their own selling pays. With them 
is Clarence Weaver, range supervisor for Westinghouse in Salem, Ore. 


HEN, about two years ago, 
D. R. Yeater and W. R. Rush 
started in the electrical busi- 
ness in Salem, Oregon, they decided 


that a store of the size they were con- 
templating in a community the 7 
28,000, with a trading 
irea of not more than 40,000) could 


ot afford to support a high-paid pro- 


size ot 


(about 


prietor 


much less two proprietors, in 
the style to which such gentry ought 
be accustomed. Moreover, both of 
a number 
Portland General 
Yeater in rural 
Rush in Salem—and 
what they knew best was the selling 


end of the 


them had been for of years 
with the 
Electric Company, 


and 


saiesmen 
territory 


proceeded 


to employ themselves as salesmen and 


game. So they 


hands of an 
experienced woman who, as a 


to place the store in the 
former 
en 


ployee of the same Portland utility 
vy which they had been employed, was 
thoroughly familiar with the problems 
4% dealing with the public. She was 
quite capable of handling floor sales 
ind could effective 


stration of any appliance. 


Stage an demon- 
Moreov er, 
lead 


she sees one and is particularly good 


she can recognize a sales when 
at starting something, which she then 
turns over to the two salesmen-pro- 
prietors for follow-up in the field. 


Place Carload Order 
rhe store had 
but it 
Salem, in the 
not without its 
fact, it 


hat every department store, furniture 


venture of the new 


many elements of hazard, 
started off with a bang. 
1938, was 


outlets In 


spring of 


cl rical 


seemed 
iml hardware store in town special- 
ized in electrical most of 
reported that the 
it stood was decidedly over- 
difficult. 
of this crowded field, the 

men took what 
had formerly been the headquarters of 


wares and 
them would have 
field as 
crowded. 


In the 


Competition was 
lace 
} 


rasn young over 


a bank, remodeled it in modern style, 
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with outstandingly adequate light, and 
made it into an elaborate show 
\t the same time, or shortly there- 
after, they placed an order for a car- 
load of electric ranges. 

What is more, they sold them. The 
ranges, all of them (and there are 
quite a lot in a carload) arrived in 
May. Within 90 days every one of 
them was gone. This is said to have 
been the first carload of ranges ever to 
be delivered in Salem—and certainly 
the feat of their disposal sets a record. 

The young men handled the 
business themselves. It would be 
difficult to explain just how it was 


room. 


two 


done. Of course, there was some pub- 
licity, but their advertising appro- 


priation for the period was modest. 
The announcement of the arrival of 
the trainload was made in a 3-column, 
14-inch advertisement, which caught 
the public’s fancy. The idea was in 
itself intriguing—and combined with 
the interest shown in the new store on 
account of its recent opening, seemed 
to catch on. There followed a series 
of 2-column, 5-in. ads at two-week 
intervals, which offered ranges, first 
come, first served, to all who applied. 
That all. Of course, the price 
was attractive. The purchase of the 
equipment was made at a fortunate 
time, when an accepted standard 
model of nationally known make was 
being discontinued to be replaced by 
a new model. 
therefore 


Was 


The quantity purchase 
made at an attractive 
figure which permitted an appealing 
price to the customer, at the same time 
that it allowed a full profit for the 
store. Much was made in the adver- 
tising and by the young men in their 
selling of the fact that the number of 
ranges available at this price was 
limited and that only by prompt action 
could the bargain be obtained. There 
is nothing like a time limit to bring 
about action. The ranges were sold. 

It will be understood the 
above, that the Yeater-Rush combina- 


Was 


men, 


They 
EMPLOY 


hemse 


When appliance 
in business for themselves they 


say Yeater 
Salem, Oregon. 


Ives 


salesmen go 


should still stay appliance sales- 


& Rush of 


tion acts as a complete sales force in 
itself. Besides not believing in pro- 
prietors, the young men do not believe 
in a sales crew, which they would have 
to drill and “pep-up” and follow-up. 
They figure that it would take about 
all their time to organize campaigns 
and instruct salesmen, not to mention 
having to go out into the field to help 
the men close the sales. They regard 
the whole thing as a simple duplica- 
tion of effort, which the business can- 
not afford. So they do the selling 
themselves. 

Or else they employ a man to do a 
special job for them—and then turn 
him loose. Occasionally they do use 
field salesmen. There was a washing 
machine campaign, for instance. Who 
ever heard of selling washers without 
having a crew of men out in the field 
to ring doorbells and do the job? So 
they selected a competent man and put 
him in charge of the particular job 
they had in mind. He was to select 
his own men, train them and supervise 
them. They gave him a concession, 
as it were, for this one campaign. 
And they kept their hands off. The 
only thing they insisted on was that 
methods used were to be ethical and 
that the firm was not involved in any 
transaction of which they did not 
approve. 

Last fall they did a special I.E.S. 
lamp selling job, using college boys to 
turn the trick. This time, too, they 
farmed out the bossing of the job— 
this time to a student who had had 
some sales experience. He picked out 
his own choice of students to do the 
job and they worked under him. The 


campaign was started soon after 


school began in the fall, and the men 
part 


worked time, afternoons and 


evenings, calling on prospects at 
leaving lamps in as many homes 
possible on trial. Later they calk 
back and completed the sale. T 
families of a college town are used t 
the approach of students who 
working their way through colle 
and are sympathetic in their attitu 
to such an approach. And the students 
are glad of the opportunity for t! 
type of work. 

At the beginning of such a ca! 
paign as this, of course, the stor 
proprietors take time to give fair 
complete instructions to the 
man in charge and will help in putting 
the crew he selects on the right trach 
After that, however, they turn the 
over to their own devices and tu 
their attention to developing other 
sales opportunities. 

Does it work? It does. Of cours 
you have to be good at selecting ¢ 
sort of people who are capable 
taking responsibility, but both of thes 
young men seem to have the gil! 
Granted that you have the right ma! 
or woman, it is obvious that to all 
him, or her, to use a little initiaty 
and to have the credit as well as ! 
responsibility for success, is the wa 
to bring out latent possibilities. T 
owners of this somewhat speculat! 
Salem enterprise had set $40,000 as 
possible gross business to be done dur- 
ing the first year. At the end of 5! 
months their sales had already ' 
this figure, and they were just beg" 
ning to get their breath. Perhaps } 
would credit their success to the judg 
ment of the proprietors, perhap- to? 
energy of the salesmen in the fiel 
As both are the same, there seems! 
be no difficulty in deciding t)\t 
combination works. 


youn, 


ache 
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Prophets Brighten Future 
for Bread and Butter Items 


Weather redicting 
may BOOST 


HEN hot weather and a 
window full of fans coincide, 
the appliance business has 
, natural on its hands. But that busi- 
mess of getting them to hit together 
is much like the experience of the 
fellow who went out to a Stop-and- 
Sock to polish up his golf. He was 
issing the balls completely, and up 
a professional. 
“Mister,” said the professional. 
‘Your timing is bad; you don’t do 
he right thing at the right time.” 
“Brother, that’s been my weakness 
ll my life,” replied the customer. 
Do you know, when I sit down to the 
inner table, I’m always sleepy, and 
vhen I wake up in the middle of the 


is that there are two principal cur- 
rents of air always in conflict. One 
is a cold mass from the chilly north 
and the other comes from the tropics. 
The conflict between the two results 
in “cold fronts” and “warm fronts” 
and set up the weather disturbances 
in the middle latitudes. Chief expon- 
ent of this system is Irving P. Krick. 
As director of the Department of 
Meteorology of the California Insti- 
tute of Technology, he has gone 
farther in producing weather informa- 
tion for sale than any other citizen. 
Over the teletype he gives specific 
detailed weather predictions. One of 
his customers is the Detroit Edison 
Company, 2000 miles away. Another 


ects al 


eek pight, darned if Pm not hungry. The weather that makes men mop their brows is harvest is the Central New York Power Cor- 
ager Bad timing, that’s it. time for fans, declares Harry Whetter of Chicago. poration. Knowledge of coming sleet 
le. The it is @ known fact that every sum- storms, information about floods is 
but worth many dollars to the commercial 
2 ay be ten days or three solic customers. 
gs onths of temperatures so sizzling Sales Talk That Gets Fan Sales In 1939 Dr. Krick began to publish 
> attlte od can fry an egg on the sidewalk. "Say, | need some relief from this hot weather,” is the declaration of the weather predictions for one month in 
emer a8 \aturally the trade tends to wait for typical prospect at any dealer's door. He comes in to get a fan, knows what he advance. He declared that the pat- 
for this, Warm weather before ordering, wants and the only job is in selling him the right one. tern of movement of the great masses 
“Bd the last minute rush causes a lot "What do you want to use it for?" asks veteran Harry Whetter, “for the living of air follows for half a year at a time 
_ Bi sales to be missed through lack of room, bedroom, or with a baby sleeping?" That opener gets a ready answer and a general plan which is discernible 
1 a Cam lequate stock. permits the salesman to go hence, Mr. Whetter has found. If for the living room : ne — M y) 
re store . . ou can talk coolness and tell him that h ds at least a 12-inch job. Fo pearly general rule, after March 21 and 
ive fa in keeping a sleeping baby cool, quietness is the story. With a bedroom an f 
tet 8-inch is the right size, and there is a trick in tilting one back that helps sweep all omething ne 
in putting int the J warmth out of the corners. weather predicting is an instrument 
ght track Me, 1€ we picture of what the tan Dollar drug store fans are no competition at all, Mr. Whetter says. They don't which is attached to a hydrogen filled 
ae ‘ture used os and what it is now. throw enough air and furthermore, they buzz so that one can hardly sleep with balloon and ascends 10 to 15 miles 
eh ae ‘Before 1927 we used to sell dis- them on. When you spend $3.50 to $6.00 you get a fan that will last from five and automatically radios what it finds 

‘ ,_eoutors 2500 fans at a crack and to ten years," Mr. Whetter tells his customers, and finds they respond, at these great heights. Thirty of these 
ng oth hey would either be short or only Partial payment plans for fans should be arranged to pay out before cold balloons go up daily in North Amer- 

f course MB os 2s wave is over. In ordering stock Harry etter thinks that any dealer may be 7 : eee 
ecting tl guided by the plan of a great mail order firm. Order in he — 
apable pned, delivering around April 15 of what wes sold the year before. Sometimes they get stuck but this plan the anes that there is a great deman 
h of theeMhy:  ” : P > usually permits the dealer to have merchandise on hand at the moment it is by business, as well as fan salesmen, 

the gilt ib course they got dating for June 1. wanted,—for it is a cinch that without fans on hand, any dealer is going to miss for accurate long range weather fore- 
ight manic July 4 dealers and distributors a lot of sales. casting. Department stores would not 
~ 7 wm a the fans out of their win- buy so much long underwear if they 

snitiati Wit knew the winter were going to be 
oA os th the seasons began to : mild. Crops would not be curtailed 
vie & @ deg summers became more un- degree of accuracy, they would start on running into stormy situations. when droughts were in_ prospect. 
ties. T ra re Don’t laugh at that. We going. If a solid month of hot days For years the U. S. Weather Bureau Power plants would make new plans 
geculath ae n an seasons in 1938 and 1939. was ahead the trade would fairly has been steady front page news. But where rainfall was going to affect 
0.000 as , ane 1935 were slow. Only 1937 bristle with activity. oe its predictions were not advanced their hydroelectric generating plants. 
done dur- 0 oe — for the fan business. In a round-about way, relief is enough. More and more the Daniel The time is coming when a fan sales- 
ond of si aac te to the jobber around apparently coming to the fan busi- Guggenheim Graduate School of Aero- man will be 99 per cent right who 
by reckons ~ oe half of the stock. ness. lt is arising from the possibil- nautics began _ Paying attention to tells you that you had better get set 
pees bee we utor — two or ity of more accurate, long-distance weather predicting. Armed with the as there was going to be blistering 
haps 3 “a : ig agee b weather predictions. When the big sinews of a Rockefeller _Foundation weather six weeks hence. With the 
he iol w aan 7 slow ecause they air lines started sending fleets of ships grant, Caltech began looking into the pendulum about due to swing back to 
ile aa *. = the shots. If a distributor winging across the United States, “air mass” analysis technique origin- warm summers aiter so many cool 
the field i. six weeks in advance that he there grew up a demand for hotshot ated and used at the Geophysical In- ones, it is obvious that dealers are 

Pa * going to have some hot weather weather information. A pilot out stitute of Bergen, Norway, about a going to hear of hot weather ahead a 

er * would get busy. If he could tell with a million dollars worth of ship method that has obtained scant recog- lot of the time. So. The future looks 
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and passengers couldn’t take chances 
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rather bright for fan business. 
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Spotting 
the 


An expert gives a few timely hints 
to electrical dealers on how to 


avoid losses on fake money 


MAN went into a Chicago bak- 

ery with a $20 bill in his hand. 
“Has anybody around got 

change for a $20 bill?” he said. “I 


and down the street and 
What's the 
this 


have been up 
can’t get it changed. 
matter with the merchants on 


street, are they all broke ?” 


“I can change it,” volunteered the 
old Dutchman who ran the store. 
Yes, you guessed it. The next day 


the bill bounced at the bank and the 
proprietor discovered that he was out 
just $20. The chap who passed it on 
him was using a popular technique in 
This 
system consists of keeping up a bar- 
to distract 
while 


laying down counterfeit money. 


rage ot and 


making 


conversation 
divert the merchant 
technique used is 
simpler. An 


some- 


inconspicuous in 


dividual, male or female (not often 
children) comes into the store, has 
very little to say, and makes a pur- 
chase of something that rarely costs 
over $1 They get the change and 


next day the phoney bill is discovered 


at the bank 
\fter banking hours are favored 
by passers of fraudulent money and 


they like scenes of hurly burly, such 
ts conventions with a lot of strangers 
in town when shopping is particularly 
active 

apt. Thos. J. Callaghan, 
\gent of the Secret 
Division of the U. S. 


partment t Ils 


Super- 
vising Service 
Treasury De- 
ELECTRICAL MERCHAN- 
DISLNG that there is not a tendency on 
the part of counterfeiters to victimize 
electrical appliance dealers, particularly 
on major appliances. This is mainly be- 
cause such articles are more costly 
than those usually purchased by coun- 
terfeit passers, and the passer would 
not get back enough change. Most 
counterfeit bills taken in by electrical 
dealers are from 


received innocent 
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victims. However, with the growth 
of small appliances and novelties in 
electrical the time is 
when they too will be 
picked much as other lines of business 
are victimized. 


dealers’ stores, 


approaching 


It seems that whenever a crook dis- 


covers some new way of operation 
that is successful, he will stick to it 
until he is frightened off. One man 
worked on bakeries exclusively. An- 
other chose drug stores and might 
have been working yet if an unsuspect- 
ing cashier hadn't shown him the 
secret service bulletin regarding him, 
which frightened him off. 

Chief interest of the electrical ap- 


pliance dealer is in how to protect 
himself against being stuck with coun- 
terfeit bills. 

There are a number of things that 
can be remembered which are a help. 
In recent times paper money is rarely 
raised. The pasting on or altering a 
bill is often so crude a job that any- 
body can spot it except the most care- 
less. 

Notice genuine money, the treasury 
man told ELectRIcAL MERCHANDISING, 
and you will see in the engraving work 
a three dimensional effect. In short, 


the portraits and buildings appear to 
have depth. This is because an 
elaborate design is engraved on a plate 
from which genuine notes are printed. 
The counterfeiter, however, does not 
usually have access to elaborate ma- 
chinery and equipment, necessary to 
printing genuine notes. He, therefore, 
usually resorts to a photo lithographic 
or similar process in the making of 
his counterfeits, with the result that 
his notes do not have depth, are some- 
times blurred and indistinct. Careful 
inspection makes their phoniness easily 
detected. 

“The truth is,” the treasury 
man, “that the job of producing real 
paper money is so difficult and ex- 
acting that any one smart enough to 
reproduce a note capable of being 
passed could make a living without be- 
ing a chump at counterfeiting. He 
therefore probably turns out poor 
money. Only once in a coon’s age 
does the Secret Service Department 
run across near-perfect facsimiles.” 

The weak spot in any counterfeit is 
often in the serial numbers. Such 
numbers are added to the counter- 
feit bill by a numbering machine or 
type thereby destroying the distinctness 


says 
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service m 
that 
cashier look over a> 
on both sides bef 
cashing it. This is do 
ble protection." 


"Secret 
recommend 


of these numbers so evident on ! 
genuine note. 

All genuine notes are printed ot 
paper which contains fine red and bls 
silk fibers. 
duced on paper containing silk, 
though in some cases the counterfe!! 
attempts to imitate the fiber. 

Secret service men recommend t 
a cashier look a bill over on both s 
before cashing it. This is, of cours 
double protection. Should a suspic 
note be presented, any merchant 
easily explain that he has not the rg 
change in his cash register and 
cuse himself to get it. This aff 
a chance to call a peace officer. Sh 
this not be possible, he should by 
means get a description of the ™ 
vidual—color of eyes, hair, heig 
manner of dress. Follow him outs!! 
and take the number of his car. 

In the event any reader 
more detailed information concern! 
counterfeiting, it may be obtained 
writing to the nearest secret sem 
office, the address of which the ¢! 
of police in your town can give } 
Groups of business men intere-ted ! 
have the privilege of hearing * 
talks on counterfeiting by agents 
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Prepare for 
better business with the 


COMPLETE LINE 
R&M FANS 


All signs point to a hot summer this year—and you know what that means S<s 
to fan demand. 


But fan selling isn’t the simple thing it used to be, even when the weather 
is right. Yesterday your customer wanted “a fan.” Today he wants a cer- 
tain type of fan to do a specific job in his home, office, store or factory. 


That’s why you should handle the R & M line. You can offer your cus- 
tomers a complete choice—fans for every purpose, to suit every price re- 
quirement, all fully guaranteed by Robbins & Myers. 


Powerful national advertising, FREE sales helps, and the tremendous 
display value of these fans all help to make your selling job easier. 


Get your FREE copy of the 24-page illustrated 
catalog, **R & M Fans for 1940," and read the 
whole profitable story. The coupon below will 
bring it to you by return mail. Send it today. 


ROBBINS & MYERS, inc. 


FAN DIVISION 
0 


Robbins & Myers, Inc. 


Fan Division, Dept. F N 
catalog and details about free sales 
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The unusual arrangement of the interior of the Austin store provides five aisles for refrigerators, radios, washers, ranges 


Unique 


The new headquarters of Austin Appliance Co., 
Denver, Colo., is designed to speed floor selling 


HE elaborate $12,500 
electrical store of the Austin 
Appliance Company, Denver, 
Colo., designed primarily to facilitate 
floor selling, has as one of its most 
unusual features a display room di- 
vided into devoted 
to just one class of merchandise. 
Starting in the appliance business 
in Denver some 13 years ago—that 
was in a small shop only about one- 
fourth of the size of the present 
establishment—W. E. Austin followed 
the accepted merchandising methods 
of that day, getting his business pri- 
marily through canvass work. But 
the Denver dealer soon realized that 
canvassing was costly and lost much 
of its effectiveness after a town had 
once been thoroughly worked. Ac- 
cordingly, he set out to get away 
from it as much as possible, a number 
of years ago building a larger store 


new 


five aisles, each 


more than double the size of the first 
one and instituting an old customer 
follow-up system. The establishment, 
just completed, said to be the finest 
west of Chicago, furthers that aim. 

The attractive front and windows 
tend to create a maximum amount of 
floor traffic. And, the set-up of the 
display room is such as to make pos- 
sible quick, efficient closing right on 
the floor. Of course, it is still neces- 
sary to do a certain amount of out- 
side follow-up work on definite floor 
leads. But canvassing, as such, has 
been virtually eliminated. And with 
that change in policy has come a 
decided increase in the average profit 
per sale. 

The 50-foot stucco front, trimmed 
in carrera glass and glass brick, hasn’t 
a pillar in it. Thus, a window ex- 


panse, unbroken except for the center 
doorway, is provided for. 


Ser 


The 50-foot stucco front of the Austin store is trimmed in carrera glass and glass brick. 
No pillars provides for an unbroken expanse of window. Window lighting is fluorescent. 
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and ironers, separated by partitions. 


Fluorescent lighting used both in 
the windows and throughout the store 
gives the establishment just as attrac- 
tive an appearance by night as by day. 
The full-length fluorescent window 
floods bring out the displayed merch- 
andise to best possible advantage. 
And, since no window backgrounds 
are used, the entire of the brilliantly 
illuminated interior becomes a_veri- 
table show window at night. 

The display room proper is divided 
lengthwise into five merchandise dis- 
play aisles, which are separated by 
four and one-half foot high partitions. 
Each of these aisles is given over to 
one or two classes of merchandise— 
refrigerators in one aisle, radios in 
the next, washers and ironers in the 
third, ranges in the fourth and heat- 
ers in the fifth. 

This unusual division of floor space 
serves the dual purpose of providing 
a greatly increased wall area against 
which merchandise can be displayed 
and of helping to provide increased 
privacy for salesmen who may be 
working with different customers in 
various parts of the store. The par- 
titions which form the different aisles 
are not high enough to interfere with 
general store visibility. Yet, they 
effectively screen one prospect from 
the next, thereby minimizing distrac- 
tions and making possible a quicker, 
more efficient close. 

Installed right in the partitions are 
some 220 convenient outlets for con- 
necting the various appliances. Every 
unit on display, from the smallest 
radio on up, is constantly kept con- 
nected and ready for instant demon- 
stration. Even built-in aerials are 
provided for all the radios on display. 

At all four corners of the large 
display room and at several spots be- 
tween are placed sets of light bamboo 
furniture, consisting of several chairs 
and a table. The light-weight chairs 
are easily moved in any one of the dis- 
play aisles so that salesmen can seat 
their customers while talking to them. 
The partitions are high enough that 


APRIL, 1940—ELECTRICAL MERCHANDISING 


tv 
threaten 
streets, a 
as done. 
about lik 
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enough 
maybe-si 
This 
business 
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till for 
take a ¢ 
In the 
when a customer is seated she can-Mjt is has 
not see over and consequently is noi manufac 
easily distracted. If a customer doesnt fun 
care to sit down while looking at theMvetting 
actual appliance, the salesman 
her a quick demonstration then take Rural 
her to one of the tables and asks hei; swi 
to be seated, going ahead with theMsroynd. 
rest of the talk in that location. natural 
As an additional means of providing what 
privacy and minimizing the effects igger, 
distraction, heads of the Austin Com-fMeool, ca 
pany included in the new store af warrant 
elaborately equipped demonstratio: Nobo 
room just back of the main display sectric; 
room. One side of the room is used nents o 
for washer and ironer demonstrations Mf ings of 


this section being equipped with sta- 
tionary laundry tubs of the same type 
used in the average home. The other 
side of the room is given over to 2 


the ele 


complete model kitchen where com-Hiwith 42 
plete cooking demonstrations of ranges tenant 
may be given. quently— 

The demonstration room is popu 


signed to make possible store demon- 
stration rather than home demonstra 
tion wherever possible. Although the 
company salesmen will still do hom 
demonstrating of washers and other 
appliances where necessary, the mat- 
agement feels that wherever this work 
can be done right in the store, it ® 
advisable to follow this procedure 
The present plan tends to discouragt 
“joy-riders” who may profess an it 
terest in a washing machine merely 
to get the use of the machine for 4 
short time or to have one or tw 
washings done. 

Adjoining the demonstration room 
is a public rest room for women. A 
rest room for men is provided on the 
other side of the store. 

The back room of the 50 by 0 foot 
store is devoted to a complete service 
department and warehouse. 

Executive personnel of the Austil 
establishment includes in addition 
Mr. W. E., his son James and Mrs 
Austin. Three additional retai! sales 
men are employed by the comp.ny 
outside selling. 
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rom thee KARM APPLIANCE Marker 


POLITICIAN can _ promise 
two chickens for every pot, 
two cars for each garage, or 


‘A 


threaten to let grass grow in city 
streets, and he feels the job is as good 
hs done. He’s seeking to chase votes 
about like sheep, and the catch phrase 
for the spur of the moment is fair 
enough to him. Delivering later is a 
maybe-so proposition. 


This is all very puzzling to the 


business man who has to advance 
money for merchandise, dip into the 


1 


till for sales promotion expense, and 
take a chance on getting it all back. 


In the matter of rural electrification, 
t is hard for the electrical appliance 
manufacturer and dealers to realize 
that fundamentally REA is a vote 
getting proposition. Granted that 
$176,000,000 has been loaned and the 
Rural Electrification Administration 
swinging considerable weight 
round. The fact remains that it is 
natural for the politician to make 
vhat has been accomplished seem 
igger, brighter and rosier than a 
ol, calm survey of the scene would 
varrant. 
Nobody objects to farmers getting 
lectricity. Opening up new seg- 
ents of the population to the bless- 
ngs of power will eventually widen 
the electrical dealers’ markets. 


With 42 per cent of the nation's farms 
tenant operated—and tenants move fre- 
quently—the gasoline powered washer will 
be popular for years 


Changes in living habits to come 


slowly, many people think 


Farm Modernization in the United States 


uo | 


£ach symbol represents 10 % ofall farms equipped with 
electricity, water, radios, telephones, automobiles 


HOSE pictures you see in the newspapers of prosperous farmers in front 

of freshly painted barns, enjoying the blessings of electricity, are true. 
There is a handful of well-heeled farmers in every community. But they are 
not typical—they're exceptions. 

Contemplate the above illustration of the progress of farm modernization, 
It is from “Technology and Planning,” a publication of the U. S. Department 
of the Interior. It shows that while the telephone has been with us a half 
century, two thirds of our farmers do not have this blessing. Water piped into 
the house has been a good idea for years, but nine-tenths of our farms forego 
the pleasure. Even 40 per cent of the nation's tillers of the soil lack automo- 
biles. Why, then, think they will leap to farm electrification? 

The simple truth is that farmers, as a group, lack money for these con- 
veniences (which incidently cost more on the farm than in town). They 
haven't the habit of using them. Furthermore 42 per cent of American farms 
are occupied by tenants, who move frequently, and owners generally are 
unlikely to make the investment. Over a period of time, many farms will be 
electrified. But it's a long haul proposition. 


The monkey wrench the whole 
thing throws in the dealers and man- 
ufacturers machinery is this: No one 
knows what to expect. Is all that 
one sees in the newspapers true? Are 
farmers, like William Jennings Bry- 
an’s million soldiers, going to spring 
to electricity over night? Are they 
rushing to long denied electrical lux- 
uries like thirsty cattle rush to a 
watering trough? 

In a recent publicity release, the 
R.E.A. declares that by December, 
1939, 400,000 farm families were be- 
ing served with electricity. Since 
1935, the percentage of farms electri- 
fied has been, it says: 


18.2 


Now then, let’s peek at the statis- 


1. P. Blauser of Ohio State University 
believes that complete rural electrification 
will come slowly 


tics of the farm picture. In 1935 


there were: 
6,422,088 farmsteads (6,812,350 farms alto- 
gether 
3,210,224 occupied by full owners 
688,367 occupied by part owners 
2,865,155 operated by tenants 
48,104 managed 


Gaze at that situation. Obviously 
400,000 farms is a small drop in the 
bucket. With 42 per cent of the farms 
tenant-operated, it’s a cinch that own- 
ers who are not making a substantial 
profit from them are going to be slow 
to dip in their pants pockets to wire 
places for the enjoyment of the ten- 
antry. Says the Birmingham News: 
“Under present conditions tenants are 
moving constantly—over 50 per cent 
remain on a farm less than two years 
—and it is not possible to plan a 
sound farm program under such cir- 
cumstances.” 

F. W. Duffee, of the Department 
of Agricultural Engineering, Univer- 
sity of Wisconsin, has seen fifteen 
vears of rural electrification. Said 
he, in a talk last November 7 at 
Milwaukee: 

... "Electricity for the most part 
can do only those things which the 
farmer has been doing without. 

“In other words, the tractor (to- 
day) does the required work of the 
farm, while electricity supplies lux- 
uries—things which the farmer has 
always got along without, and is still 
to a large extent getting along with- 
out, such as: refrigeration, automatic 
cooking, automatic heating, pressure 
water supply and so forth. 

“Today one can buy almost any 
size of farm tractor between 8 and 
125 horsepower. One of the latest 
and most popular sizes develops about 
14 horsepower, is equipped with pneu- 
matic tires and sells for about $500. 

(Continued on Page 88) 
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10-inch COOL 
PRICE 
$9.95 SPOT oscillating fan that through the 


Here's a_ streamline 


use of heavily pitched, quiet type fan blades 
and slow speed Induction motor delivers 610 
C.F.M. and is unusually efficient and quiet... 
adjustable for oscillating or non-oscillating oper- 
ation. Its other features mark this fan as de- 
pendable quality at the right price. See your 


jobber now, or write for complete details. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in all principal cities 
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The 
Conference Method 


of Training Salesmen 


F. M. Wakely leading a dealer salesmen 


UCCESS of the dealer salesmen 

conference groups in southern 
California was followed in 1939 by the 
establishment of similar classes in 
northern California under the spon- 
sorship of the Electrical Appliance 
Society of Northern California and 
the state department of education, 
operating under the Goerge Dean Act 
Leader was Ferris M. Wakeley. The 
schools provided the facilities for 
classes; the Society contacted the 
trade and enrolled dealer salesmen in 
the various communities where the 
classes were conducted. 

Two of the groups were organized 
in Oakland, one in Berkeley and two 
ia San Francisco. The San Francisco 
groups found clasroom space in the 
Western Furniture Exchange. Three 
series of conferences were held, with 
ten meetings in each series. In the 
third group, the towns of Concord, 
San Mateo and Santa Rosa were 
acded. Stockton, Hayward and San 
Refael had already held conferences. 

Genuine interest was shown on the 
part of the salesmen who enrolled. A 
total of 325 attended one or more 
classes, of whom 298 were actually 


registered in the course. Individual 
classes numbered from 13 to 30 in 
enrollment. The average attendance 


at all classes was 224. Students paid 
a $3 fee for registration. Notes were 
taken at all meetings, and were bound 
together in mimeographed form to be 
presented to members -at the close of 
the conferences. This was a 235-page 
transcript entitled, “How to Sell More 
Effectively” and represented the com- 
bined wisdom of the participants in 
the course, as brought out by confer- 
ence leader Wakely. So valuable is 
this next considered that inquiries are 


being made as to the possibility of its 
being published in book form. 


conference group at Concord, California. 


Distributors of this region, disap- 
pointed that a larger proportion 
salesmen did not enroll in the cours 
have decided not to continue this typ 
of training through 1940. The ex 
periment, in their opinion, seemed t 
indicate that experienced  salesme: 
already employed, are difficult to inter: 
est in sales training. They will atte: 
an occasional meeting, bat will no! 
devote sustained study to 
problems. 

That sales training of experience! 
salesmen is of value is shown, hovw- 
ever, by reports obtained from ten me: 
taking one of the courses. Following 
out precepts brought out in the cours 
of training, these men averaged 
telephone and personal contacts pe‘ 
man per week. From these they deve- 
oped 47 interviews per man per wee: 
on the average and sold 18 per cent 0! 
these prospects electrical appliance) 
worth $81.97. The average total sale: 
per man per week amounted to $704.4; 
with trade-ins allowed amounting | 
$41.11. 

Distributors who contributed 
make the three series of conferences 
possible included the General Electr 
Supply Corporation, the Westinghou- 
Electric Supply Company, the Gray) 
Electric Company, H. R. Basi 
Company, Electric Kitchen App" 
ances, Inc., Thompson-Holmes, T! 
Pacific Co., Easy Washer Compat) 
Apex Rotarex Company, Frigidair 
and the Leo J. Meyberg Compam) 
Through the Electrical Appliance >” 
ciety of Northern California, 
Pacific Gas and Electric C 
matched the contribution of the > 
tributors. 

There has been some talk of 
training student salesmen during 1” 
through classess held in conjunct! 
with the San Francisco Junior ‘ leg 
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A Performance Record 


More thana Million Motors: 


FTER ALL, performance 

what really counts. Behind 
preference for equipment powered by Briggs 
: The day-after-day dependable performance 
record made by Briggs & Stratton gasoline 
million buyers to select equipment powered by _ 


trademark helped them buy with confidence. 

BRIGGS & STRATTON You will not only find it easier to sell 
| GASOLINE it is 1 by | free B 

STANDARD EQUIPMENT ON  & Stratton motors, but you will also know that — 


moTors 


RS when ib by | _ these motors — and the Briggs & Stratton 
4 


Washing Machines, Milk Coolers these motors will “perform” for you — bring 
TA, you customers, sales and profits—and add 
*Trectors, Cultivators, n Mowers 


Grinders, Mixers, Pulverizers, Graders A 
© Pumps, Water Systems, Compressors BRIGGS & STRATTON CORP. y 


Milking Machines, Separators, Shearers 


y 

® Lighting Plants, Generators, Chargers 
® Contractor and Railroad Equipment 
© Family Boats, Tenders, Dinghies and 

hundreds of other applications. 
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“Let me tell you MEN 


something! 


“We women want to know it, when something is developed 
that saves our time and effort. We don’t want to struggle 
along with out-of-date vacuum cleaners, for example, 
when modern and improved ones will lighten our house- 
work, and give us more time for bridge, movies, shopping 
and rest. Let me /ell you men—you should tell women these 
things! 


That's right, Madam . . . every woman should be told 
(and shown) how modern vacuum cleaners mean less 
work and more freedom for women—because vacuum 
cleaners have improved more in the last five years, than 
during all their prior existence. We know that because, as 
makers of vacuum cleaner motors, we have played a part 
in the development and improvement of vacuun cleaners 
for over a quarter of a century. 


Women still using out-of-date machines are glad to know 
how the new and improved types bring faster and easier 
floor cleaning, perform dozens of other household cleaning 
tasks—and give them the spare time they want for fun and 
relaxation! So . . . let’s fell women these things. 


. The Black & Decker Electric Company is America’s most 
experienced specialist in the design and manufacture of 
complete motors or series parts for vacuum cleaners. 
The co-operation of our engineers is at the disposal of 
manufacturers who may be interested in the application 
of universal motors to the improvement of their products. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 


UNIVERSAL 
MOTORS 
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Viewpoint 


Forget your own troubles and 
listen to her’s, is advice of 
Paul Ward of Maryville, Mo. 


A CHAP who had made a trip to 
Africa not long ago dragged a 
friend in to see the moving pictures 
he had taken. As a surprise he did 
not announce his subjects, but started 
the projector going, and in a few 
seconds was showing a picture of two 
baboons at play, clowning and shuffling 
about in ecstasy. 

The old friend peered at the screen 
and said, “I cannot see very well with- 
out my glasses, but even with the 
naked eye I can see why you were so 
proud of these nephews of yours. 
Which is the one who is the senior 
at Yale?” 

In this world it is quite possible to 
get two entirely different viewpoints 
of the same object. Most salesmen 
think of themselves first. Paul Ward 
has made a record for himself be- 
cause of his ability to forget his trou- 
bles and listen to those of the woman 
prospect who comes in to see a wash- 
ing machine. By adopting her view- 
point, and talking the thing over from 
her angle, he has contrived to be a 
standout washer salesman in the 15 
years he has spent in Maryville, Mo., 
with the Maryville Electric Light & 
Power Co. 

Maryville, Mo., is a town of 5,217 
up in the northwest corner of the 
state. There are 33 towns in the ter- 
ritory of the utility which is a sub- 
sidiary of the Iowa-Nebraska Light 
and Power Company. Only three of 
the towns have running water and 
it was this fact that gave Paul Ward 
an idea which permits him to jump 
so quickly to the heart of his presen- 
tation. 

“Do you have to pack a lot of hot 
water?” he asked a woman. 

“Yes, and it’s a back breaking task.” 

Whereupon Paul Ward devoted his 
presentation to how little hot water 
it took to do with an electric washer. 
Since that day, he has made a spe- 
cialty of finding out just what the 
working conditions of the housewife 
who does her laundry are, and build- 
ing his story around that angle. 
Printed in an adjoining column are 
the results of a survey being made 
by a national woman’s magazine which 
gives an idea of the various problems 


‘ 


Pau! Ward has been the standout wash- 
ing machine salesman for the Maryville 
(Mo.) Electric Light & Power Co. for 
years 


fe 


that beset a woman who does her 
own laundry. 

Ward does not like to have too 
many models on the floor. One or tw 
are enough. “The customer gets con- 
fused,” he explained. His favorite 
model is $64.95 Voss, and he gets 7 
extra for tubs. 

For three months out of every year 
his salesmen go to town on washing 
machines, March, April and May. 
Then because they have other quotas 
to make they concentrate most of their 
efforts on other merchandise, but are 
never too busy to cash in on the pros 
pects they have developed. <A $l! 
allowance is made for trades and this 
old machine taken in is nearly 4l- 
ways junked. Customers are give! 
usually one and occasionally two years 
to pay out. A 10 per cent down pay- 
ment is a necessity and with this sys 
tem they have the fewest reverts. 

Although a week’s trial is give! 
their prospective customer, the wa) 
Paul Ward phrases his closing doe: 
not encourage it. When there comes 
a pause in the conversation after he 
has rolled the machine about, pet 


4 
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red it and shown them the wringer 
nd agitator advantages, he asks 
When should I send it out to the 


Bouse?” 


If there is no reply to that, he then 
ids, “You know you can have a free 
rial if you wish.” Where this is 
ccepted, he then learns what day 
ne family does their washing and is 
areful to send the machine out the 
ty before. The reason for this is 
hat news spreads and if a washer is 
ootted in any one particular home, it 

; not long until the competition hears 
; jt and they all have washers out 
t the house. 

Ward has two salesmen who have 
yen with him for three years each, 
nd he is breaking in two new men. 
They work on a straight salary and 

bonus plan. The men turn in re- 
rts on their calls and are subject 

occasional checkup which keeps 
hem on their toes. 

“The greatest weakness with sales- 
nen,” Paul Ward comments, “is the 
fact that they cannot stand prosperity. 
In nine times out of ten if a fellow 
has a $200 month, he proceeds to let 
jown for a couple of months after 
that, while he spends his money.” 

The territory is apportioned into 
four sections and although Paul Ward 
spends a third of his time on the floor 
demonstrating and closing, the com- 
missions go to the men who origi- 
mated the lead. 

“One of the greatest weaknesses of 
dealers is their jealousy of salesmen 
who are making money,” Mr. Ward 
explained. He cited his own early 
experience as an example. Born in 
Grant City, Mo., he worked a while 
fora railroad until a strike laid him 
ff. Then he tried washer selling, 
starting out green. Within three 
weeks his earnings were $30 to $40 
week. Then his dealer started pick- 
ng him for this or that and it got, 
he declares, so that he had to keep a 
st of books on the dealer to keep 
from getting rimmed. When that 
happens, he explains, it’s better to cut 
loose. 

Paul Ward has sold approximately 
1300 washers in his career. Up to 
November in 1939 his Maryville store 
has sold 108 washers, of which 54 
leals were sold by Ward on the floor. 

Incidentally when he demonstrates 
te keeps a copy of Consumers Re- 
arch handy and uses it as a selling 
iid. There is a college in Maryville, 
ind a great many professors take this 
‘uying guide. 

“One of the things that are over- 
oked by dealers is the selling power 
{an entrenched brand,” he declares. 
itis human nature for people to re- 
peat on anything they have tried and 
ested in their own homes. The word 
aid recommendation of a friend has 
nore power behind it to influence de- 
sions than all the advertising in the 
vorld. For example there are 600 Voss 
vashers in use in Maryville. When 
you consider that there are probably 
ily 800 washers in town, this is quite 
2group. Consequently it is far easier 
9 sell a Voss machine here than it 
would be to sell another brand, simply 
cause so many women have been in- 
culated with them. I think this is 
one of the factors that helps me close 
80 easily.” 


MODEL LN 26N 
Full Porcelain 


Full Automatic Temper- 
ature Control 


Light and Minute 
Minder 


Six Quart Side Heat 
Cooker 


Large Oven 
Three Storage Drawers 


oom 
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You've seen lots of “Campaign Specials.” 
You've sold lots of them. Perhaps you've felt 
the impulse to apologize for some of them. Be- 
cause they lacked the features you feel all 
electric ranges should have. 


But here’s a Campaign Special you can 
get behind with every ounce of your energy 
and enthusiasm—one your men can sell with 
pride—one that will make your range depart- 
ment the mecca of range prospects from the 
entire trade territory. 


Yes—and it's priced so you can actually 
sell it under ..... well, maybe we'd better 
not say in print. No use telling competitors of 
Monarch retailers too much of what's going to 
happen in 1940. But we can say it’s the lowest 
priced full porcelain, full-featured range 
you've ever had offered you—and Monarch 
quality throughout! 


Write us for photographs and prices. If 
you're located in open territory, we'll present 
some astonishing facts and figures that will 
open up new possibilities for electric range 
merchandising. 


Malleable Iron Range Co. 
130 Lake Street 


Beaver Dam, Wisconsin 
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Hotpoint Has The 


HOME ECONOMIST VIRGINIA FRANCES 
gives Terry Arden (JOAN MARSH) a 
refrigerator recipe. Because refrigera- 
tor demonstrations such as this are 
an actual part of the story plot of 
Hotpoint’s movie “BLAME IT ON 
LOVE,” you know your audience will 
be sold easier and faster than ever. 


and Prize Promotion 


(CCERTADILY, there are other good refrig- 
erators at low prices... but none of them 
has a promotion to boost sales for you 
like Hotpoint’s feature-length sound movie, 
“BLAME IT ON LOVE,” 

Hotpoint retailers from coast to coast have 
applauded and acclaimed “BLAME IT ON 
LOVE?” as the year’s Greatest Promotion in 
Electric Appliances. 

And there is good reason for such over- 
whelming enthusiasm because... 

@® BLAME IT ON LOVE makes YOUR 
store the center of appliance buying in your 
community—develops store traffic because 
people come to YOUR showroom for free 
tickets to the big show—focuses the spotlight 
on YOUR store as headquarters for reliable 
Hotpoint Appliances, 

@® BLAME IT ON LOVE gives you the 
opportunity of a lifetime to tell a 54 minute 
uninterrupted sales story to an audience of 
prospects which you select yourself. 

® BLAME IT ON LOVE makes new cus- 
tomers out of old prospects and develops new 
pre-sold prospects for you to turn into sales. 

Plan now to lead the parade in your com- 
munity. Stage the BLAME IT ON LOVE 
promotion in your town. Ask your distributor 
for details or write 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 W. Taylor St., Chicago, Illinois 


ECTRIC RANGES WATER HEATERS WAS 
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plus Measured Humidity 


ESIDES giving you the great 

“BLAME IT ON LOVE” promo- 

tion that is advertised nationally, Hot- 

point also provides you withan additional 

plus sales aid — Measured Humidity — 

the year’s greatest advancement in elec- 
tric refrigeration, 


Easy-to-Demonstrate Features 


1. MEASURED HUMIDITY in the 6-way 
cold storage compartment keeps 
meats in prime condition by provid- 
ing exactly the right combination of 
moisture and cold. 


2. Pop-ice Trays. 


3. Adjustable Height STAINLESS STEEL 
Gliding Shelves. 


4. Glass-Topped Hi-Humidity Compart- 
ment with MEASURED HUMIDITY for 
fruits and vegetables. 


5. Vacuum Sealed Thriftmaster. 
6. STAINLESS STEEL Speed Freezer. 


7. All Steel Cabinets with Thermocraft 
Insulation. 


8. Food Safety Gauge. 


a 


ELECTRASINK 
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PEOPLE + PRODUCTS - PLANS 


lectrical Merchandising Review of the Month 


April, 1940 


A.D. BYLER BECOMES PRESIDENT OF 


EDISON GENERAL ELECTRIC APPLIANCE | 


Beorge Hughes is Chairman of 
ard; R. W. Turnbull Vice President 


CHICAGO — George A. Hughes, 
wn throughout the electrical industry 
, the “father of the electric range,” 
is elected Chairman of the Board of the 
jison General Electric Appliance Com- 
ny of Chicago (better known as the 
fotpoint Company) at a meeting of the 


ard of Directors in New York City 
ently. Mr. Hughes has been Presi- 
t of the Company since its organi- 
tion. In his new position, he will 


tinue to be active in the business, main- 
ing his present headquarters in the 

{otpoint Company’s general office build- 
g at 5600 West Taylor Street, Chi- 
. Hughes started in business oper- 

g fm utility properties in Mon- 

1 and the Dakotas. In 1910 he went 
Chicago where he made the first 

actical domestic electric range, using 
iting units which he had patented. 
e he formed the Hughes Electric 

ating Company, which made and sold 
Hughes electric range. It was 

r ugh Mr. Hughes’ personal efforts that 
tric utilities at this time first became 

aed in electric cooking as a profit- 


domestic electric load. The present 
ganization was formed in 1918 with 
Hughes as President. Just prior 


us election as Chairman of the Board 
he Hotpoint Company, Mr. Hughes 
honored as a Modern Pioneer by the 
tional Association Manufacturers, 
us contributions to the advancement 
\merican industry and American liv- 
standards, through his electric heat- 
unit and electric range inventions. 
ir. A. D. Byler, for 16 years vice 
sident and general manager, succeeds 
the office of president of the Hotpoint 
pany. 
[r. Byler’s career typifies the pioneer- 
pirit, implicit in American industry, 
ticularly the electrical industry. Born 
the Ozark Mountains, he received his 
schooling in Springfield, Missouri. 
owing a correspondence course in 
tricity, he joined a crew of railway 
men, where he was soon made fore- 


ot 


man. In 1906, Mr. Byler went to work 


in the shops of the Commonwealth Edi- 


son Company, Chicago, and began his 
formal engineering training. For a good 
many years he attended evening classes 
in engineering subjects at Armour Insti- 
tute and Northwestern University. Mr. 
Byler made steady progress with the 
Chicago utility, finally becoming Super- 
intendent of Shops. 

On January 1, 1920, Mr. Byler joined 
the Hotpoint Company as Industrial En- 
gineer. Since then, he occupied, succes- 
sively, the positions of Superintendent of 
the Taylor Street plant, Chicago Works 
Manager, and General Works Manager. 
On March 3, 1924 he was elected Vice 
President and General Manager, holding 
this position to the present time. As 
President of the Hotpoint Company, Mr. 
Byler will continue to direct manufactur- 
ing afd engineering operations, in addi- 
tion to his other duties. 

Mr. R. W. Turnbull, who 
Vice President in Charge of 


been 
for 


has 
Sales, 


the Hotpoint Company, now becomes first 
Vice President. Probably one of the 
best-known men in electric appliance 


merchandising, Mr. Turnbull began his 
appliance career in 1910 as a salesman 
for the Southern California Edison Com- 
pany. The following year he joined the 
Pacific Heating Company, Ontario, Cali- 
fornia, which made the original line of 
Hotpoint electric appliances. When the 
present Hotpoint organization was formed 
in 1918, he becames Sales Representative 
for the Pacific Northwest, and in 1924 
was made Pacific Coast District Man- 
ager. His unique understanding of elec- 
tric appliance merchandising and _ his 
genius for organization brought him, in 
1931, the appointment as Vice President 
in Charge of Sales, which position he has 
held up to the present =, except for 
a brief period with the General Electric 
Company in Bridgeport. 

In his post as First Vice President of 
the Hotpoint Company, Mr. Turnbull will 
continue to direct sales activities on the 
famous lines of Hotpoint Electric Ranges, 
Water Heaters, Refrigerators, Home 
Laundry Equipment, and Kitchen Sani- 


tation Equipment. 


NEW YORK UTILITIES 
SUED BY DEALERS' 
ASSOCIATIONS 


NEW YORK, N. Y.—The following 


appeared in the New York Times of 
April 7, 1940: 
The Consolidated Edison Company, 


four of its affiliated companies, the Gen- 
eral Electric Company and other defen- 
dants, including retailers, were charged 
with conspiracy to violate the anti-trust 
laws in a civil suit filed in Federal court 
yesterday. The plaintiffs were dealers 
and associations who requested an injunc- 
tion against alleged unfair competition 
and trade practices in the sale of elec- 
trical and gas appliances. 

The other defendants were the New 
York and Queens Electric Light and 
Power Company, Brooklyn Edison Com- 
pany, Inc.; Westchester Lighting Com- 
pany, Yonkers Electric Light and Power 
Company, Procter Electric Company, 
Artistic Lamp Manufacturing Company, 
R. H. Macy Co., Inc.; Davega, Inc., and 
other corporate and individual defendants 
referred to as John Doe or Richard Roe. 

Those who brought the action were 
Edward Lowe, the Lowe Electrical Com- 
pany, Inc., and the Ackerman Electric 
Company, all of New Rochelle, N. Y.; 
the League of Metropolitan Appliance 
Dealers, Electrical Appliance Dealers 
Association of Brooklyn, Inc.; Electric 
Appliance Merchants Association of 
Queens, Inc., and the Westchester Gas 
and Electrical Appliance Dealers Asso- 
ciation, Inc. 

The Consolidated Edison companies 
were accused of making unfair use of their 
“unique power” as. monopolies in the 
utility field against the independent deal- 
ers. 

As between the utilities and defendant 
manufacturers, the conspiracy was alleged 
to have taken the form of agreements to 
pool advertising, good-will and sales pro- 
motion in the sale of the manufacturers’ 
products on the retail market. 


Credit executives of the electrical and 
radio industry will gather at the Royal 
York Hotel in Toronto, Canada, on 
May 19-23 for the forty-fifth 


Annual | 


Credit Congress of the National Asso- | 


ciation of Credit Men. 


A. D. BYLER 
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GEORGE A. HUGHES 
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R. W. TURNBULL 


NEW YORK DRIVE ON 
TO SELL 75,000 
TANK CLEANERS 


NEW YORK—With a _ promotional 
technique polished by phenomenally suc- 
cessful “bargain package” drives which 
preceded it, the Consolidated Edison Sys- 
tem companies’ newest campaign, de- 
signed to sell an estimated 75,000 vacuum 
cleaners in the metropolitan New York 
area during the months of March, April, 
and May, was launched March 1 with 
full-page advertising in all New York 
newspapers. The 75,000 tank-type clean- 
ers still will comprise approximately 100 
carloads, which is a new record in any 
city. Some 900 cooperating appliance 
dealers, 50,000 Edison employees, prac- 
tically every department and chain store 
in the metropolitan marketing area served 
by the utility company will be ens gaged 
in the ote, it has been announced 
by E. F. Jeffe, Consolidated Edison vice- 
pa in charge of sales, and Earle 
Poorman, General Electric’s district ap- 
pliance sales manager. 

The newest Edison offer consists of a 
General Electric de luxe tank-type vac- 
uum cleaner, with a regular list price 
of $62.50, to be sold during the campaign 
for $36 and the customer’s old cleaner 
In addition, every purchaser will be given 
the opportunity of buying a $21.90 I. E. 
floor lamp for $2.95, and a $12.50 auto- 
matic iron for $1.95. The price of the 
latter articles can be added to the total 
under the time payment yam, which 
specifies for the cleaner alone, $2.45 down 
and $2.45 per month for 15 months. On 
June 1, the G-E cleaner will revert to a 
regular price of $62. 50. During the 
campaign it will not be available through 
any channels other than Consolidated 
Edison Company’s cooperating dealers. 
The campaign price of the cleaner is pro- 


tected under the Feld-Crawford law tor 
the three months. 
60,000 Sold to Date 
A check with officials of the Comsoli- 


dated Edison Company, showed that over 
60,000 units of the tank type cleaner had 
been sold by company employees and 
cooperating dealers at the time of this 
writing (April 1). As the campaign 
is scheduled to run another two months 
and the quota set is 75,000 units it ap- 
pears that, as in other drives of a similar 
nature staged by the utility in the past, 
that final results will be far in excess of 
quota. Certainly, a_ total close to 
100,000 of these units is reason. 


of 


within 


THIRD WASHER-IRONER WEEK 


October 19-26 has been chosen as 
the dates for the third annual Na- 
tional Washer-Ironer Week,  an- 
nounces J. R. Bohnen, Chicago, 
executive secretary-treasurer of the 
American Washer and Ironer Manu- 
facturers’ association. Promotion of 
the Week produced the industry’s 
biggest retail volume in 1938 and 
again in 1939, 
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Easy's District Managers Line Up at Annual Meeting 


Here are all Easy's field generals lined up at one time: Front row: W. P. Davison, J. S. Miller, M. S. Tinsley, E. Fairchild, C. J. Fitz- 
gerald, F. S. Fenton, Jr., H. F. Costello and G. F. Graalman. Back row: H. P. Nelligan and J. J. Nance (factory), F. R. Stocke, H. R. 


Davis, M. Batzer, 
F. G. Brennan. 


James J. Nance, general sales manager 
of Easy Washing Machine Corp., 
J. C. Nelson, 
for a chat during the district managers 
meeting. 


and 
president, take time out 


BREUNER RE-ELECTED 
IN N. CALIFORNIA 


SAN FRANCISCO—Louis J. Breuner 
of John Breuner ( ‘ompany, Oakland, was 
unanimously re-elected as President of 
the Electric Appliance Society of North- 
ern California, at its annual meeting, held 


February 23, in the Society’s headquar- 
ters at the Western Merchandise Mart, 
San Francisco. Other officers and di- 
rectors who were re-elected follow: 
_H. Saxe, Jr., Sterling Furniture 
Company, Vice-President; R. E. Fisher, 
Pacific Gas and Electric Company, Sec- 
retary; S. W. Newman, Chas. Brown & 
Sons, Treasurer; B. W. Reynolds, 
Pac ific Gas and Electric Company, Pro- 
motional Director; J. A. Werner, Dohr- 
mann Commercial Semeeny i E. C. Lip- 
man, The Emporium; Edward Lackman, 
Lachman Bros.; Marshal Hale, Jr. 
Hale Bros ; E. C. Elliott, Jackson Furni- 
ture Company; Philip Harris, Bedlick- 
Newman Company; Carlton Bryan, 
Maxwell Hardware Company: W. 
ag Capwell, Sullivan & Furth: 
.. Hink, J. F. Hink & Son; E. D. 
Hotaling Apex Rotarex Mfg. Co.: R. E. 
Robertson, Frigidaire Corp. 
Meyer, Leo J. Meyberg Company; F. S. 
Fenton, Jr. Easy Washing Machine 
Company; J. P. Carson, Graybar Elec- 
tric Company; D. E. Harris, General 
Electric Supply Company; R. J. Holter- 
man, Westinghouse Electric Supply 
Company; LeRoy Smith, California Re- 
tail Hardware Association: George W. 
Fitch, Retail Furniture Association of 
California; Frank K. Runyan, Western 
Merchandise Mart; and Arthur E. Rowe. 
Pacific Radio Institute 

The Ek tri Appliance Society has 


announced plans for its annual refriger- 
ator campaign from April 8 to May 4, 


and it is expected that the Society will 
sponsor a number of additional cam- 
paigns during the year with increased 


activities to promote the sale of all types 
of electrical appliances in dealers’ stores. 
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Easy Spring Drive To Be 


SYRACUSE, N. Y.—At a series of na- | 
tion-wide dealer meetings held during the | 
10 days Easy Washing Machine 


| Corporation announced a packaged spring | 


selling plan designed to step up the sales 
of higher-priced washers. 
In announcing the plans James J. | 
Nance, general sales manager said “Our 
dealers, like other dealers in this industry, 
have been demanding promotion plans 
that are not based on price appeal alone. 
We have all been talking about selling 
features and values in higher priced | 
home laundry equipment. Now for the 
first time in this industry the dealer is 
being given a complete promotional pack- 


age to sell “Spindrier” washers. We be- 
lieve it is the most comprehensive sales 
plan ever presented to the appliance 
dealer. 


The plan is based on the 
can be effected by 
ity to wash 
slip covers, 
are 


savings that 
Easy’s unusual abil- 
“extras” such as blankets, 
curtains, rag-rugs, etc., that 
not usually washed at home. 


|. W. Shipp, L. H. Huntoon, R. E. Weiss, W. H. Reeve, P. R. Knight, J. W. Yonts, G. W. Burns, E. R. Benson and 
Occasion was the recent divisional managers meeting at Syracuse, N. Y. 


on Higher Priced Units 


A nation-wide survey of typical Ameri- 
can homes shows that by washing these 
extra items at home an average house- 
wife can effect substantial savings not 
only during spring cleaning but through- 
out the year. 

The selling strategy is built around a 
program of spring cleaning economy 
demonstrations in which the dealer sales- 
man shows by actual test how “extra” 
items can be washed at home. Prospects 
seeing the demonstration are given a new 
book by Della Lutes, home economics ex- 
pert, which tells how “extra” items can 
be washed. 

Part of the promotion package is a 
check-chart which is used by the salesman 
as a sales-closer. After he has demon- 
strated how spring cleaning savings can 
be made the salesman invites the woman 
to calculate how much she can save in her 
own home with an Easy. With the simpli- 
fied check chart she can figure her own 
savings in a few minutes. 

To put the plan in immediate operation 


1400 Pounds of Electrically Baked Cake 


When Roberts Market of Santa 
Monica, California recently celebrated 
its birthday, it gave a party at the 
Venice ballroom, chief feature of which 


| was a fourteen hundred pound elec- 


trically baked cake, molded into a 
replica of the market. The cake was 
built up from individual cakes baked by 
the market's own home economist, Mrs. 
Ethel Rogers, in two domestic electric 
ranges. It took three days to complete 
the structure. Both ranges and cake 
were exhibited to visitors at the celebra- 
tion, the cake later serving as refresh- 
ments for the huge crowd which at- 


tended the festivities. 


APRIL, 


each Easy dealer is being supplie:! wi 
complete demonstration kit that incly 

demonstration manuals, advertising ma, 
rials, tests for color fastness, blank. 
timers, display services. In the words 
B. L. Finn, Easy sales promotion mz 
ager, it is the most complete package 
selling aids ever offered in the hop 
laundry industry. 


Coleman Celebrates 
40 Years 


WICHITA, KAN.—A bright light 
ing in the ‘window of a drugstore in 


man saw the marvelous light 
Brocton window. He asked, 
it, and where did you get it?” 


took the agency for the Efficient lam; 
landing in Kingfisher, Oklahoma, Jan; 


confidence. He started selling 
supplying lamps, the fuel and services j 
a small rental. 


the lamp company and in December, 1% 
he opened his first plant at 128 E. Secon 
St., Wichita. 
and warehouses in Wichita occupy | 
acres and have a plant in Toronto, Can 


annually. 


and lanterns; 
matic electric’ irons; 
irons; 
and ranges; camp stoves; cabinet stoves 
trailer stoves; radiant heaters; 
ing floor furnaces ; oil burning heaters 
complete bottled gas service. 


Blackstone Streamlines Name 


1, America’s oldest manufacturer of hor 


.| laundry equipment adopts a new compa 


name — “Blackstone Corporation” — 
cording to a recent announcement 

A. Lenna, president of the. compat 
Mr. 


from the tormer corporate title 
“Blackstone Manufacturing Company. 
corporated” to the new, shorter, 


the company’s current expansion prograt 
There is no change in management p 
cies or personnel. 


Lawson as vice president, and P. 


stone Corporation. 


1940—ELECTRICAL MERCHANDISING 


small Alabama town gave W. C. Colem: 
the idea which led to the founding of ti 
Coleman Lamp & Stove Company, ce. 
brating its 40th birthday this year. Sy. 
fering from defective vision, Mr. Cole. 
in th 
“What js 
W. C. Coleman climbed on a chair, ey. 


amined the lamp thoroughly. Eventually 
he gave up his typewriter business anj 


ary 1, 1900 with 16 lamps and plenty ¢ 


Shortly after young Mr 
Coleman had the opportunity to buy oy 


Today Coleman factories 


They have branches in Los Angeles, Chi- 
cago and Philadelphia, and sales offices 
in Portland, Honolulu and London. Th 
firm employs directly and indirectly som 
30,000 people in making and selling th 
products which total upward of $6,000, 

Appliances made today include lamp 
automatic and non-aute 
gasoline self-heating 
gasoline pressure kitchen stoves 


gas burn 


JAMESTOWN, N. Y.—Effective Apr! 


Lenna points out that the chang 


simpler 
form is merely another forward step 


Mr. Lenna continues 
as president and general manager, G. A 


Moynihan as sales manager of the Black 
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Wm. M. Shipley, manager, major account sales talks 1940 range business to 
T. W. Berger, general sales manager; R. C. Cosgrove, vice president and 
general manager; and R. J. O'Connor, manager, range-washer division, at district 


Name Frank Hogan, Jr. and Don Crosby Mrs. Evelyn Haynes, home econ- 
‘tive Apr! (top left & right) look on while omist, cooks a meal for five per- 
er of home R. H. Money (lower right) chief sons on the new 1940 Crosley 
w compa refrigeration enginer explains fea- electric range. Dinner was made 
on — tures. Left: J. W. Craig, Money's in well cooker. 
cement assistant. 
>. company 
he change 
title 
mpany, 
UNDERWRITERS LABORATORIES RELEASE 
ird step = 
n prograt ELECTRIC FENCE RECOMMENDATIONS 
poll- 
ontinues 
Begg \MEHICAGO, ILL.—A study begun two The following recommendations have 
ind P. S#g’'s ago on the possibilities of shock as | been made by the Underwriters Labora- 
the Black Pettains to the electric fence has re- | tories, and according to D. Allcott Kelly, 


ently been released by the Underwriters 
aboratories, 207 East Ohio Street, Chi- 
_It was made for the Prime Manu- 
acturing Company, and the National 
arbon Company. 

While the idea of applying electrical 
xk as a restraining medium to humans 
id animals is not new, it is only within 
® past few years that manufacturers 
lave developed this principle on a com- 
mercial basis. It is estimated there are 
t least a hundred makers of electric 
ence equipment in the United States and 
cording to Prof. H. W. Riley of the 
tw York State College of Agriculture, 
mre are probably between 50,000 and 
1,000 units in operation at the present 
me 


420, 


The purpose of the investigation was 
determine the maximum value and 
” Mature of that current which within 
tain limits of frequency and time of 
tact can be considered as not being 
ardous to human life. Because chil- 
ten are more liable than adults to injury 
mm electric shock, the study was made 
liscover what would be safe when ex- 
knenced by a two year old child under 
ditions most favorable to reception of 
electrical shock. 


YDISING 


assistant to the president of the Prime 
Manufacturing Company, these recom- 
mendations are all incorporated in Prime 
Electric fence equipment: 

1. Voltage. That where the current 
output is limited by inherent imped- 
ance of the device, the open circuit 
voltage need not be limited. 

2. Frequency. That regardless of 
the frequency employed, the output 
current shall not exceed values indi- 
cated in 3-a and 3-b below: 

3. Current. (a) Alternating current 
type of controllers—that for intermit- 
tent type controllers the output cur- 
rent shall be interrupted in such a 
manner as not to exceed the current 
time relationship expressed in graph 
No. 4 of the Underwriters report. 

(b) Battery operated type control- 
lers—That for intermittent type con- 
trollers, the output current shall be 
interrupted in such a manner as not to 
exceed the current time relationship of 
4.0 milli-ampere-seconds “on” between 
0.10 and 0.20 seconds. The output of 
controllers having “on’’ periods less 
than 0.10 sec. shall 
permitted by graph 


not exceed that 
No. 4 in 


the 


LECTRICAL MERCHANDISING—APRIL, 1940 


G. Earle Walker, in charge of rural electrification for Crosley, lays down the law 
to D. J. Morgan, manager, market analysis; G. H. Lasley, district manager; and 
Neil Bauer, manager, distributor sales. 


R. J. O'Connor, manager, range-washer division of Crosley, explains how glass 
fibre insulation is used in ranges to Grant Layng, left, sales manager and Fielding 
Robinson, manager, Crosley's New York Distributing Corp., and C. S. Taye, 
manager, Crosley's Chicago Distributing Corp. 


Jack Zumwalt, P. W. Bialkowsky, 
H. F. Jaax and C. J. Stevens, all 
Crosley district managers, seem 
pleased at the new washer line. 


Underwriters bulletin for the time 
involved. 

(c) Peak.—At the time associated 
with peak current as high as 300 milli- 
amperes shall not exceed 0.0003 sec. 

4. “Off.” (a) Alternating current 
type controllers—that the “off” period 
between successive shock impulses 
shall not be less than 0.90 seconds. 
(b) Battery operated type controllers 
—That the “off” period between suc- 
cessive shock impulses shall not be 
less than 0.75 seconds. 

“All of the troubles we have ex- 
perienced in this industry,” says Mr. 
Kelly, “have been due to home made 
devices—to date 18 lives have been 


| 


taken and I do not know how many 


head of live stock.” 


Chicago's Good Housekeeping 
Shops 


Sol Schantz, formerly radio buyer for 
Goldblatt Brothers, becomes manager of 
the Chicago Avenue store, and Tod New 
heads the Milwaukee Avenue unit for 
the Good Housekeeping Shops in Chi- 
cago, formerly Levinson’s. These an- 
nouncements have been made by Leon- 


ard Ashbach, executive vice president. 


Changes in Des Moines 


With F. J. Berke, buyer of major appli- 

ances for Davidson, leaving to operate 
these departments at the Buchanan de- 
partment store, Des Moines, it is an- 
nounced that Al Stewart takes charge. 
Harry Roth, formerly manager of the 
entire basement store, will supervise. 
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AMERICA’S FINEST ELECTRIC BROILER 


NOTHING LIKE IT! 


ARISTOCRAT No.400 
a fast-moving 


money-maker 


IT’S MORE THAN A BROILER—IT’S REALLY A 
SMALL TABLE STOVE! No wonder the Broilking 
“Aristocrat”’ has been snapped up by alert buyers as 
the greatest appliance “‘natural’” in a decade. Hand- 
somely chromium plated with black bakelite trim, this 
new Broilking is not only a record-breaking gift number, 
but a steady everyday seller—a quality broiler that has 
the jump on the field in design and outstanding selling 
features. Other models listing from $6.75 to $8.65. 


GUARANTEED for one year (except cord, plug and porcelain tray) 


FULLY 


APPROVED 
BY 


FEATURE s* 

* 's MORE BROILING 
AREA (125 $q. in.) 

= * COMPACT. 16” long 

10” wide, 7” high. 

* CHIP PROOF porcelain 

enameled dri 


BROILS FASTER —half 
the time of average 
range broiler, 


* AUTOMATIC HEAT 


P pan. INDICATOR, 


* HEAT PROOF handles 


ond legs. * POSITIVE HIGH-LOow 


HEAT REGULATION. 
ond many other features 


Write for the 
Broilking Profit Story 
Today! 


INTERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues, Brooklyn, N. Y. 
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27,654 Women Visited This Display 


NG 


O N 


During the 1940 Cleveland Food Show, the Electrical League of Cleveland 
sponsored this exhibit of electrical appliances and attracted 27,654 home. 
makers to the display of ranges and refrigerators. Two cooking schools were 
also conducted during the Food Show and were attended by 4,000 women, 


Your 


INFORMATION 


Using the Saturday Evening Post 
and McCalls Magazine advertising of 
the Voss washer is now appearing in 
national media. First ads will run in 
the March 30 Post and the May 
McCall's. 

Norman B. Hickox, formerly of the 
Midland Division of the Lamp Depart- 
ment, General Electric Company, and 


who has taken an active part in the | 


commercial introduction of the Fluor- 
escent 
area, has opened an office as Lighting 
Specialist in the Civic Opera Building, 
20 North Wacker Drive, Chicago. 

x 


Stewart-Warner electric household 
refrigerators will be used exclusively 
in the 553 houses of the Omaha, Neb. 
South Side Terrace housing project, 
according to F. A. Hiter, vice presi- 
dent and general sales manager of the 
Stewart-Warner Corporation, who 
said that the contract for supplying 
refrigerators for this U.S.H.A. project 
has been awarded to the Stewart- 
Warner Corporation. 


Premier Says '’Partners'’ With Twin Dolls 


Mazda Lamp in the Chicago | 


Table appliances recently enjoyed 
page advertisement run by the Wa 
green Drug chain in the Chicag 
Tribune. News was the fact that Wa 
green declared all appliances had be 
approved by the Underwriters Labor 
tories. Included were an electric ir 
at 79¢, waffle iron at $2.49; a doul 
arc sun lamp at $4.95; heat indicat 
cord at $1.98; “Wondermix at $9.% 


* * * 


Announcement has been made of t 
enrollment of 130 Minneapolis ap; 
ance dealers and salesmen for t 
eight-weeks sales training course bei 
sponsored by the Northern Stat 
Power Company and North Centr 
Associated Electric Industries. 


+ 


The Procurement Division of t 
United States Treasury has contract 
with Norge Division Borg-Warne 
Corporation to supply small househ 
type electric refrigerators of 4.2 cu 
foot capacity to posts of the Arm 
Navy, Marine Corps and Coast Guar 


PREMIER 
PARTNERS 
(an 


The twin dolls in this three-piece lithographed window display which is one of 
the features of the spring campaign of the Electric Vacuum Cleaner Co., per- 
sonify the “Partner” idea of Premier promotion—two vacuum cleaners for the 
two dirt zones. The theme will be used in national advertising, too. The c2m- 
paign went over with a bang last year, will be intensified this year. 
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L. H. Rosenhaft who has been in 
appliance business in Brooklyn, 
: Y, for the past 21 years, has started 
new »usiness—the National Appli- 
ace Service & Parts Co., 361 Jay St., 
rooklyn—which will deal in appli- 
-e parts and service to the dealers of 
eooklvn and Long Island. A large 
tock of parts will be carried, accord- 

g to Mr. Rosenhaft, and the business 
il be n official service station for all 
akes of appliances represented in the 
rritory. No new appliances will be 


iid. 


* * * 


The Speed Queen Appliance Co., 
ve now located in their new and 
ger quarters at 60 Exchange Street, 
inghamton, N. Y. offering a com- 
lete line of Speed Queen washers, 
roners and refrigerators, Westing- 
house and Royal vacuum cleaners and- 
Duo-Therm oil heaters. The Speed 
Queen Appliance Co. has been ap- 
hointed by the factory as the Parts 
bnd Service Depot to supply all of 
New York State. 


Traveling Shave 


enjoyed 
the Wa 
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Schick have brought out a 110-volt dry 
cell battery, good for two months of 
daily shaving, to take with you on those 
vacations, 


The annual sales meeting of the 
Roberts & Mander Stove Co., Hat- 
ro, Pa., was held at Philadelphia, 
‘larch 10. Principal speakers at the 
eeting of the company which manu- 
lactures “Quality” ranges, were Wal- 
t Volkhardt, vice president in charge 
‘manufacturing; Julian G. Pollock, 
erchandising counsel; and Wallace 
Guildford, vice president in charge 
tsales. New 1940 models of Quality 
fanges were displayed. 


* 


A 110-volt dry cell battery, light 
tlough to carry in your pocket, has 
en developed by Schick Dry Shaver, 
Inc, It will enable users of the re gu- 
t Schick shavers used in home and 
tee to take them along on fishing, 
‘ain, plane, camping and boating trips. 
The battery, first of such voltage to 
developed, is available in three 
zes and sells for as little as $2.95. 
‘he smallest of the batteries will last 
® months if used regularly every 


ELECTRICAL MERCHANDISING—APRIL, 


Safety features of the Sunlight washing machine motor 
reduce to a minimum the possibility of shorted windings 
and burn-outs—offer the housewife relief from worry about 
an unpleasant, perhaps frightening, experience. 


The Sunlight rotor is welded, as shown in red—not soldered, 
as is usual in other washer motors. This eliminates the 
possibility of short circuits caused by melted solder being 
thrown into the windings. The windings are pro- 
tected against heat damage by the generous quan- 
tity of copper used, and by fan ventilation through 
large air ducts. All windings are impregnated 
with a heavy, water-resistant dielectric material. 


Other Sunlight features include high starting and 
pull-out torques to prevent stalling under heavy 
loads, and heavy-duty bearings that oil themselves 
for the life of the washer. 


These safety features make a value story that 
speeds up washing machine sales. Sell the Sun- 
light motor—it helps you sell washers. Sunlight 
Electrical Division, General Motors Corporation, 


Warren, Ohio. 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-THREE YEARS 
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STEWARDESS, Mode! No. 2HO9A, is a 
new wall clock for office or den, finished in 
tan and gold color. To retail at 85.95. 


NEW TELALARM, Mode! No. 7H93B, an 
alarm in the quick-selling price range. Re- 
tails at 84.95. Talisman (No. 7H93KB), 
with lamp illumination, $5.95. Gold color 
cases with brown band and base, $! more. 


ATTENDANT, Mode! No. 7H85, a popu- 
lar alarm. In brown plastic case, 62.95. 
Ivory colored case, $3.50. Dispatcher, 
with luminous numerals and hands, $! more. 


VAGABOND, Mode! No. 4H89, cased in 
dark mahogany, is ideal for the yachts- 
man's den. A popular and appropriate 
gift clock. To retail at......... 89.95. 


RESOLUTE, Mode! No. 3H85, is another 
model for people who love the sea. A 
simple design in gold-colored metal, it 


retails for only 


85.95. 


You don't have to sell your 
customers on Telechron accu- 
racy and dependability. They 
know about these Telechron 
qualities. And you won't have 
to sell them on these smart 
designs, either. Because these 
models say "Buy me!" as soon 
as the customer looks at them. 

Spring is here . . . homes are 
being remodeled and refur- 
nished ... and many people are 
looking for attractive electric 
clocks. Be sure your Telechron 
stock is big and well-displayed. 
Make the most of this splendid 
opportunity for profit. Order 
from your Telechron distributor. 


WARREN TELECHRON COMPANY 
Ashland, Mass. 


14 Main Street 


MELBOURNE, Mode! No. 3H83, is an at- 
tractive design in green marblette. Bezel 
and hands are of lacquered gold color 
metal. Suitable for almost any room in 
the house. Retails at........... 87.95. 


STEWARD, Mode! No. 7H99, in a metal 
case with molded base, is a smart alarm 
clock that's sure to be popular. Retails 
96.9058. 


BARRINGTON, Mode! No. 5807, is a new 


tambour design in brown wood with 
a darker wood base. This graceful clock 
retails at... 89.95. 


Telechron 


Reg. U. S. Pat. Off. 
SELF-STARTING 
ELECTRIC CLOCKS 
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C. V. Calkins of Bendix discusses 
the new price market Bendix is 
going after with the new model 


BENDIX BREAKS "100" 
WITH $99.50 MODEL 


CHICAGO—To a crate-side audience of 
600 Chicago dealers, Bendix Home Ap- 
pliances announced a new $99.50 non- 
automatic model March 15. As Howard 
E. Richardson put it, the company is 
now going after the $69.95 to $110 
market. The new washer does every- 
thing the old ones will except that it is 
not automatic. The housewife must 
work the controls. Plumbing is not 
necessary as a hose is furnished to at- 
tach to a swinging spigot. 

In presenting the new models and 
the plans for merchandising it at recent 
meetings of distributors and dealers in 
various cities, Mr. J. S. Sayre, Vice- 
President in Charge of Sales, said: “The 
new Utility model in no way conflicts 


with the Standard and DeLuxe models 
from a competitive standpoint as_ the 
fully automatic features of both the 
latter and the beautiful cabinet enclos- 


ure of the DeLuxe fully justify the price 
differentials. 

Parker Erickson, advertising and sales 
promotion manager, declared that the 
original Bendix has won wide interest 
and appreciation, but was beyond the 
means of many people who were inter- 
ested in it. The utility model offered 
the opportunity for the glorious follow- 
through, he said. 

The Bendix has the Good Housekeep- 
ing seal of approval. The o;sganization 
of the High Flyers Sales Club, a group 
of trained men, is steadily going ahead. 
Women are asked to look for the insignia 
on their lapels. 

In 16 cities a hookup is being made 
with the Jean Abbey Service which ties 
in local broadcasting stations with the 
Woman's Home Companion. 

Mr. Erickson presented an easel-back 
book which permits instant classification 


New President of 
Barlow & Seelig 


H. A. Bumby was elected 
president of Barlow & Seelig, 
manufacturers of Speed Queen 
washers and ironers, recently 


Parker Erickson, Bendix advertising manager 
introduces Jean Abbey of Woman's Home 
Companion during the Bendix Chicago meeting 


J. S. "Jud" Sayre, vice president in 
charge of sales, made nation-wide 
announcement of new Bendix product 


of three types of prospects: 

1. The who 
laundry 

2. The woman who has a maid 

3. The woman who sends it out 
By turning to the part marked by t 
tab, the salesman has automatically 
pictorial selling story designed to rea 
the class of woman he is facing. 

A. W. Orr of the C.LT. explain 


the liberalized wholesale plan wher 


woman does her ow 


a dealer can get a $850 display regardles 


of his quick worth. 
can send out a Bendix from his disp! 
floor plan stock for demonstration it 
mails a card to the C.I.T. announct 
its removal. On limited recourse, M 


Incidentally a dealer 


Orr said, rates are $1 to $5 lower 
Incidentally the purchaser is cover 
now by insurance. 


LOTTERIES OUT 
IN SALES PLANS 
NEW YORK—The 


Federal Trade 
Wood, 219 Market St., St. Louis, Mar 


crackdown of | 


Commission on Arthur 


24, illustrates how electrical dealers must 


avoid use of iottery methods in sell 
appliances in the future. 
Wood offered an assortment consist! 


of 12 knives and a punchboard. 1h 


knives are distributed to purchasers ot > 
punches on the board, the numbers bei 


effectively concealed 
until a punch or selection was mace 4! 


from purchasers 


the knives are distributed wholly by !« 


or chance. 

The complaint alleges that the sale 
merchandise to the purchasing pu)lic 
the manner alleged encourages g: mblit 
and is a practice contrary to public pol 
and violates the criminal laws. 
means of engaging in unfair methods 


competition and unfair and deceptive a 
and practices is within the meaning o! t 


Federal Trade Commission act. 
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~e , When you go after volume fan sales, “Pacemaker” to the De luxe Power- 
urse, M don’t overlook these new, popular- Aire and famous Whirl-Aire commer- 
po lower priced fans. Smartly streamlined, built cial fans. P/us a deal that puts extra 
to Westinghouse quality standards, cash in your pocket ...if you hurry! 
they set the pace in fan value for 1940. Get the facts about this hard-hitting 
Westinghouse gives you a complete Westinghouse Fan Program for 1940. 
but simplified fan line— Your Westinghouse distributor is on 
1 from the popular-priced his way to see you now. 
S 
Ss I'M ON MY WAY WITH THIS COMPLETE FAN 
is, Ma 
ulers m PROGRAM... Your Westinghouse Distributor 
in sell 
col t 
urd 
sers ol 
be 
haser 
mace a 
Hy by 
he sale 
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(1) PROFITS trom 


Commercial Refrigeration 


General Electric offers you a com- 


plete line of Food Storage and Dis- 

play Cabinets, Bottle Beverage Coolers, Water Coolers, Condensing 
Units, Cooling Units, equipment for Walk-in Refrigerators and 
Locker Storage plants. In addition—to sweeten your year ‘round 
business—G-E Heating and Air Conditioning equipment may also 
be handled under one franchise. 


PROFITS trom air Conditioning 
wes (ae G-E gives you a complete line for cooling one 
\> room, a group of rooms or a whole house. Plus 
_ “Packaged Weather” units for air condition- 


aad ing shops and offices—and Air Circulators... 
a natural for lower income homes. 


(3) PROFITS trom Automatic Heating 


The complete G-E heating line includes oil 
and gas fired equipment for radiator or warm 
air heat—plus an Oil Burner. All backed by 
national advertising and promotional material. 


GENERAL ELECTRIC COMPANY, Div. 199-223, Bloomfield, N. J. 


I want details on the new G-E Dealer Franchise for my territory. I am interested in () Commercial 


Refrigeration, Summer Cooling, Automatic Heating. 


Name 


fddress 


GENERAL @ ELECTRIC; 
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WESTINGHOUSE 
ANNOUNCES 
$23,000 CONTEST 


MANSFIELD, Oo. — A 
“Advise-a-Bride” contests in which 
$23,000 worth of electrical appliances 
will be given away as prizes, will 
conducted by the Westinghouse Electric 
& Manufacturing Company, it was an- 
nounced recently. 

Each week, for five weeks starting 
April 18, 10 Westinghouse Aristocrat 
refrigerators and 10 Westinghouse Com- 
mander ranges will be awarded to writers 
of prize-winning letters. As second 
prizes, 50 Westinghouse Streamline irons 
will be awarded weekly. 

The letters will be written on one of 
these subjects: 


“Dear Westinghouse Bride, You Should 


series of 


| Have a \ estinghouse Refrigerator be- 


cause . . 
“Dear W estinghouse Bride, You Should 
Have a Westinghouse Range Because 


The contestant is to finish the letters in 
25 to 100 words on Entry blanks avail- 
able at all Westinghouse range and 
refrigerator dealers. Each contestant is 
to include the name of the dealer from 
whom the blank was obtained. 

The contest will be supported by an 
extensive program of newspaper and 
magazine advertising, W estinghouse offi- 
cials said. Names of winners of the 
refrigerators and ranges will be an- 
nounced on the W estinghouse Thursday 
evening radio program, “Musical Ameri- 
cana,” and winners of the 50 irons weekly 
will be notified by letter. 

Details of the contests are being an- 
nounced to Westinghouse dealers through- 
out the country at a series of 60 deal- 
ers’ conventions in principal Cities. A 
stage presentation, “Ring-Time,” is be- 
ing given at each of the conventions to 
dramatize the introduction of the con- 
tests. 

The “Advise-A-Bride” contests, have 
been made the theme of the Westing- 
house spring promotional activity, and 
the “Ring-Time” shows represent the 
most elaborate effort of its kind to be 


NEW PLANT 
FOR BLACKSTONE 


JAMESTOWN, N. 
sembly plant of the Blackstone Mfg. 
Co., Inc. is rapidly nearing completion. 
The company expects to be producing its 
new automatic washer from an efficient 
automobile-assembly type production line 
by April Ist, according to O. A. Lenna, 
president of the Blackstone Company. 
This latest addition to Blackstone’s 
manufacturing properties, planned to con- 
form with the principles of the most up- 
to-date industrial design, is of fire-resist- 
ing concrete, brick and steel construction 


Y.—The new as- 


Gil Baird Has a Wife 


Above we see a typical cast of "Ring. 
time", the new Westinghouse contest. 
Left is H. R. Cummins and J. G. Baird 
of the Sales Development Department; 
the bride is Ruth Gruette, stage and 
radio star; and right is M. M. Feaman 
also of Westinghouse. 


undertaken by the company. Four com- 
plete stage troupes are touring the coun 
try to present the shows. 

Four actresses—Ruth Gruette, Ellen 
Merrill, and Stasia Wilson, of New 
York, and Eleanore Dowling of Chicago 
portray the Westinghouse Bride in the 
four companies. Eight Westinghous 
Sales Development Supervisors from the 
Mansfield Merchandising Division head- 


quarters, and four professional actors 
complete the dramatic talent of the 
troupes. A technical staff including a 


stage manager, two assistants, and a 
projectionist also travel with each com- 
pany. 


throughout. Every effort has been mac 
to make working conditions as efficient 
and pleasant for employees as possible 
Spacious locker and_ rest-rooms ar 
equipped with modern fixtures. Ampl 
daylight is assured by huge double-glazed 
steel sash windows, and night lighting ot 
30-foot candlepower is obtained from 83) 
watt assemblies of mercury vapor and 
incandescent lamps. The heating systen 
—high-pressure steam piped to larg: 
unit heaters—is thermostatically con 
trolled. 

Ground for this modern, new unit was 
broken the last of December, and actu 
production of the automatic models 1 
the new plant will commence April Ist 


Blackstone Plant Going Up 


Modern new plant for Blackstone automatic washers nears completion at James- 
town, New York. Ground for this automobile-type assembly plant was broken 
the last of December, and the production line will start April Ist, according to 
O. A. Lenna, president of the Blackstone Company. 
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You Wouldn't 
give your Wife 


ALF 


MACHINE 


contest. 
S. Baird 
artment: 
and 
Feaman 


1710 Extra Water Currents 
our com- | Per Minute 
the coun * The simplified sketch illustrates 
how the Water-Deflector Tub 

shoots the water back through the 
clothes instead of just swishing 
around. 1710 extra water currents 
per minute are created—cleaning 
cnet more thoroughly in less time .. . 
snghous ‘ with less wear on the clothes. 
Irom the 
ion head- Only BARTON has this 
al actors Multi-Action Washing Tub 

of the 


“1 Why try to SELL them? 


Different fabrics require different agitator speeds and 


agate me washing action ... Conventional one-speed Washers can- 
possibl not do the whole job. 
pms art 
Ample 
ghting 0 Turn “Shoppers” and “Walkouts 
rom 
apor and 
INTO BUYERS 
to larg¢ 
lly con 
wile on Ask every woman visiting your appliance department — 
nd _actua “Have you ever used a Washer with Three Speeds?” 
ce i Show her the patented Tub with its 1710 extra water currents 


—and the glassy smooth, non-discoloring Plastic Agitator. 


Explain also the economy of turning in obsolete washers 
now, while the amazing Controla-Speed Bartons are avail- 
able at such low prices. 


* 


Barton is the big name in Washers this year— dis- 
tinctive — advanced in features — Controla-Speed 
Washers will move your sales into the more profitable 


brackets. 


Write for Barton profit-making franchise details, today, 
L before the big sales months are here . .. THE BARTON 


CORPORATION, West Bend, Wisconsin. 
NTROLA 
her For a Complete Washing Job 
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That range and water heater cam- 
paign which is being sponsored by the 
Electrical League of Utah will last 


until May 25 About $5,000 is being 
spent in advertising by the League 
alone (newspapers, radio spots, bus 
and street car cards and billboards), 
ot to mention the tie-in advertising 
being done by manufacturers and job- 
bers. The dealers will stage their own 
advertising campaign, at feature 
the equipment in their stores. “Come 
n and see our Ele« > Range Review” 
s to be the Meeting song of their part 
f the gran Jobbers are conduct- 
ng contests among dealers and dealer 
salesme Highlight to attract atten 

n of the public is the offer of a $17 
ll-piece set of the ghest quality alu- 
minum cooking ware at a small addi- 

nal cost The program throughout 
s be ZZ tied in vith the Modern K it- 
hen Bureau's activities, making exten 
ive usé the itional material. 


Grunbaum Bros. Furniture Com- | 


pany, Seattle, Wash. has _ recently 
added a model kitchen in its electric 
appliance de nent, with a _ color 
mie vf maroon, turquoise, 
vory and I ry. Counter tops 
ire inoleum, edged with 
mmiun Che kitchen was opened 
ith a home economist in attendance 
vho devoted the first week to explain- 
to visiting housewives the conven 
ence usefulness of the latest in 
sitchen pment 
* * * 

\ cooking school for “household 
employees” of Seattle homes was held 
recently in the City Light auditorium, 
Miss Merle Bryan presiding. Admis- 
sion was by ticket, obtainable through 
the Y. W. ( \. Correct cookerv for 
irozen vegetables was one of the items 
featured. The widespread use of elec- 


tric cooking equipment in Seattle 
led to a demand for this type 
ing school, directed to the 
will have to make use of 
after purchased 


was 
of cook- 
maids who | 
the ranges | 


they are 


The Emporium of San 
opened in March with a Household 
Fair presided over by “Gertie Gadget,” 
with Westinghouse’s mechanical robot 
as guest artist. This metallic gentle- 
man put on a show at intervals during 
the week in one of the store’s main 
windows, stopping traffic at each ap- 
pearance, 


Francisco 


* * 


The San Francisco Chronicle an- 
nounces the establishment of a Home 
Service Bureau, one of whose func- 
tions is to advise subscribers on mod- 
ern lighting for the home. Among the 
other items for which advice 
included electric wiring, 
water heating, et The 
sponsored by men of 


Service Bureau.” 


ire heating, 
service 


the “Home 


is 


ipers 


* * 
Plans for an electrical refrigerator 
campaign to extend from April 8 to 
May 4 have been announced by the 
Electrical Appliance Society of orth. 


ern California. Louis J. Breuner of 
John Breuner Company of Oakland, 
Calif., has recently been reelected pres 
ident of the Society. H. A. Saxe, Jr. 
of the Sterling Furniture Company is 
vice president, R. E. Fisher of the 
Pacific Gas & Electric Company, sec 
retary, and S. W. Newman of Chas 
Brown & Sons, treasurer 


Barker Bros. 
cently staged a 
tion of the new 
in their laundry 
yn the 


of Los Angeles re- 
three demonstra 
Hotp thes dryer 
equipment department 
seventh floor 


Gay 


oint cl 


* * 


The California Refrigerator 
pany recently stopped San 
trafic by displaying a_ water-filled 
goldfish bow] in their window bearir 
the title “Invisible Brazilian Gold 


Com- 
Francisco 


ig 
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Utah Dealers Hear 1940 Story 


Advertising promotional plans for 1940 were presented before 119 dealers in 
the Utah Power and Light Company's Salt Lake division, who gathered at dinner 
to hear W. E. Fleetwood, director of dealer coordination, talk on “More Dollars 
of Profit for Progressive Dealers.” Presiding officer was C. A. Wolfrom. 


Western 


NEWS FLASHES 


Fish.” These are the 
were displayed at the (¢ 
ator convention as “¢ 


fish.” 


same fish which 
hicago refriger- 
alifornia invisible 


Frank W. Bird, for the past ten 
vears assistant general manager of the 
Montana Power Company, has recently 
taken over the position of its presi- 


dency, succeeding Frank M. Kerr who 


The Electric Cookery Council of | resigned on January 27. Mr. Kerr, 
Southern California has a new presi- who has served the Montana Power 
dent in the person of C. A. Sanford of | Company tor the past 50 years, will 


the Los Angeles Bureau of Power and | continue as its honorary president. 
Light. * * * 

A case of perfect synchronizing is 
reported from Idaho where Helen y ’ g 


ing as president of the Portland Gen- 
eral Electric Company. He is suc- 
ceeded by Jas. H. Polhemus, since 1936 
executive vice president of the com- 
pany. Mr. Griffith remains as chair- 
man of the board of directors of the 
company. 


Swanson, home service director of the 
Idaho Power Company recently re- 
signed to become the bride of general 
manager R. E. Gale. Her place at the 
head of the home service work has 
been taken by Marguerite Reinhart, 
graduate in home economics of the 


University of Idaho and formerly home 


service representative at Jerome. New chairman of the Home Appli- 

ance Council of the Electrical Service 

| League of British Columbia is H. C. 

A. B. Carlon is the new Hotpoint | Darroch, appliance sales manager of 

representative in the Salt Lake City | the Canadian Westinghouse Company, 

district, where he has been transferred | Vancouver. D. Brooks, merchandise 

from the Pacific Northwest. He has | manager of the Northern Electric 

been associated with the company | Company, Vancouver becomes vice 
since 1933. e chairman. 


Chicago Eyes on the Freeman Stoker 


At a recent Chicago convention, Freeman Stoker division of Illinois Iron & Bolt 
Company, revealed their new 1940 low-priced model. Shown here left to right: 
J. G. Beard, assistant manager; Frank Oleen, southern division manager; George 
S. Peters, central division manager; George S. Riddle, advertising manager; 
Fred W. Cochrane, eastern division manager and J. W. McClintock, manager 
of the Freeman Stoker division. 
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Brighton, Colorado held its f 
Electrical Show in February of tis 
year under the sponsorship of the Ic 
R.E.A. A large attendance of farmers 
whose farms are served by the e! 


tric lines newly opened in this district 
attended with their wives. 

Los Angeles dealers have been win- 
ning quite a number of national honors 
for window displays recently. There 
was, for instance, Barker Bros., winner 


of the Washer and Ironer Week con- 
test. And then Wallick’s Radio Servy- 
ice and Refrigerator Company came 
in third with an Electric Water Heater 
window in the Modern’ Kitchen 
Sureau’s contest. Most recent is the 
Herman R. Hertel Company of Pasa- 
dena who topped the field with their 
G.E. clock window. 
* * * 


Albuquerque, New Mexico dealers 
have been advertising electric refriger- 
ators as a first sign of spring. Terms 
usually call for $5 down payment. 


* * * 


The Los Angeles Bureau of Power 
and Light reports that more than 100 
all-electric kitchens were installed in 
Los Angeles homes during the month 
of January. Among the stores which 
added complete kitchens in their sales 
departments were Gottschalk’s Furni- 
ture Company, the Wilshire Refriger- 
ation Company, The Acme Electric 
of Santa Monica and the Wilder Qual- 
ity Furniture Company. 


* * * 


Special bonus allowed on sales of 
electrical equipment during the holiday 
season by employees of the Public 
Service Company of Colorado took the 
form of gasoline credit coupons. Sales 
floor representatives and outdoor sales- 
men divided the bonus in cases where 
responsibility for the sale was shared, 
40 per cent going to the individual who 
initiated the sale and 60 per cent to the 
man who closed it. 


* * * 
R. P. Downing, of Downing’s, 
Fresno, California has announced a 


business expansion program following 
the entry of W. C. Nixon into the firm 
as partner. The company has ac- 
quired the exclusive Kelvinator dis- 
tributorship for Fresno and will engage 
in both wholesale and retail business. 


* * 


The “grand opening” of the Grand 
Rapids Furniture Company of Sacra- 


mento, Calif., took place early in 
March. Norge equipment and _ floor 


lamps were teatured among the elec- 
trical items on special sale. 


* * 


A combination price of $174.50 on 
a gas range and electric refrigerator 
was offered by Breuner’s of Sacra- 
mento, Calif., as a February special, on 
terms of $6.15 monthly, three 
to pay. 


years 
* * * 


Three identical quarter-page ads run 
on alternate pages were used by 
Meier & Frank of Portland, Ore. to 
announce the new prices on Frigidair 
refrigerators. 3y the time the cus- 
tomer had come across the third o1 
he was bound to turn back to the first 
in order to see whether or not he was 
on the right page. 


* * 


April will be the month of the annual 
Refrigerator Show and selling ca 
paign in Vancouver, B. C. The B. C 
Electric Railway Company plans «0 
electric range promotion, an electric 
roaster campaign and emphasis ©” 
dairy refrigeration during this period 
also. 


The sales classes for dealers’ sal 
men which have been sponsored yea! 
by the B. C. Electric Company, this 
year will take the form of a week ©! 


“SS 
| 
a 


nonth 
which 

sales 
‘urni- 
riger- 
ectric 
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@ Put yourself “up-front” in the profit picture this 
year —by putting these Premier Partners to work 
NOW, making money for you! These cleaning 
specialists are backed up by a high-powered pro- 
motion that means volume sales for you—and they 
make good on every claim that’s made for them! It’s 
the kind of sales campaign you’ve been looking for— 
18,000,000 colorful ads in national magazines, traffic- 
stopping window displays, sales-producing floor 
displays, consumer literature that wins prospects — 
everything else that’s needed: for a sound and effec- 
tive selling program. With Premier Partners it’s 
“clean-up time” for you, NOW —and all through ’40! 


PREMIER PARTNERS @ 2 CLEANERS 
The Vac-Kit for the Dirt Zone ABOVE the Floor 


The Floor Model forthe Dirt Zone ON the Floor $ 5 4 .50 


BOTH to sell aslowas.......... 


an 
old cleaner 


Other combinations selling upto. ...... 


(Prices slightly higher west of the Rockies) 
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WE'RE GOING 
PLACES THIS YEAR WERE THE 
DAILY DOUBLE” 


COME ON 
THAT PAYS OFF 


TAKE A LOOK AT 
PREMIER’S PROMOTION 


Now in Action 
A PROFIT-MAKING, SALES BUILDING PROGRAM 


®@ in National Magazines @ in Window Displays 


@ in Newspaper Ads @ in Floor Displays 
@ in Consumer Broadsides @ in Display Tags 


inHomeEconomics,Consumer Education Programs 


1734 Ivanhoe Road «+ Cleveland, Ohio 


and Premier’s profit-building promotion. 


Name. 


PREMIER DIVISION, ELECTRIC VACUUM CLEANER COMPANY, INC. 


Send me at once full information on Premier Partners 


Company 


Address 


EM-4 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 


SAME MAKE OF 
MOTOR | HAVE IN MY 
MOVIE PROJECTOR 


THAT MEAN 


APPLIANCE 
SALES 


To the buying public, the name Westinghouse on anything 
electrical carries instant recognition. On the motors of the 
appliances you sell, it creates acceptance... makes selling 
easier and simpler. 

Westinghouse motors have been proved in millions of 
installations in electrical appliances. Why not take advan- 
tage of the “name that means everything in electricity” 
and gear this added power to your selling? Specify West- 
inghouse motors on the appliances you buy — furnish 
Westinghouse motors for the appliances you sell. Westing- 
house Electric & Mfg. Co., East Pittsburgh, Pa., Dept. 7-N. 


J-03077 


94% KNOW “i 
WESTINGHOUSE 


A nationwide survey of repre- 
sentative groups of people 
in 14 cities disclosed that 
know and recognize 
the name “Westinghouse,” 
and identify it with quality 
electrical equipment. 


What does this name 
mean to you? 


Small 
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evening sessions. This replaces the 
three-day all-day sessions of last year, 
as it was found that many salesmen 
were unable to get away during the 
daytime period. The program will be 
held at the company’s Granville Street 
auditorium. 


* * * 


A policy of allowing from three to 
ten days’ free trial has been extended 
by Meier & Frank to cover a number 
of major appliances. Bendix, Eureka 
vacuum cleaners and sunlamps are 
among the items for which home trials 
have been offered. 


* * 


A carload sale of Monarch ranges 
($209.50 value for $139.50) is an- 
nounced by the Jennings Furniture 
Company of Portland, Oregon. 


* * * 


Reno, Nevada, has a new electric 
store, the Silver State Appliance Com- 
pany, owned and operated by F. C. 
Burchett. Favors were promised all 
ladies, with balloons for the kiddies at 
the “grand opening,” announced for 
March lst. Kelinvator appliances are 
featured. 

* * * 


The Tipsters’ Club of Washington 
Water Power employees turned in 
prospect suggestions which resulted in 
the sale of 97 water heaters and 96 
ranges during the past four months. 
Of this total, 118 appliances were sold 
to customers who had never before 
enjoyed the advantages of electric 


cooking or water heating. 
* * * 


February 24 ended the final sectioy 
of the Idaho Power Company’s ° Cops 
and Robbers” Better Lighting cam 
paign with an all-over accomplishmen; 
of 122 per cent of quota. The "Tiber. 
ate Laundralia” campaign on laundr 
equipment was in its second section 
and seventh week, with quotas up ¢ 
70 per cent. Dealers had sold 454 
out of the 480 washers reported and ajj 
but one of the 29 ironers. 


* * * 


Laundry equipment, lighting and re 
frigerators were to the fore in Butte. 
Montana advertising, in which both 
power company and dealers joined 
Hennessy’s staged an Ironing Schoo 
late in February, offering free soy 
venirs to every woman attending, with 
a 7-way floor lamp as a grand prize. 


San Diego’s fourth annual Spring 
Show is to take place April 30 to Ma, 
5. If it lives up to its predecessors, it 
will be worth watching. March in that 
section of southern California was de- 
voted to laundry appliances. 


*_ * * 


Cooking schools, training of dealer 
salesmen and annual cooperation wit! 
master builders in their housing show 
were special events for March with the 
City Light of Seattle. The department 
is extending to dealers its offer of in 
stalling ranges for dealers at a $2) 
charge, water heaters at $15. 


G-E Holds an Editorial Conference 


APRIL, 


The laboratory kitchen of G-E's new In- 
stitute at Bridgeport, Conn. was a busy 
place. In center, facing camera, Edwina 
Nolan, director of home economics. 


John Busey, president of the G-E Supply 
Co., snapped during intermission with 
Philip D. Reed, recently elected chair- 
man of the board of General Electric. 


Four home economists won prizes for 
their work in Mrs. Cinderalla activity: 
Mrs. W. L. Harbaugh of Waynesboro, 
Pa.; Mrs. J. R. Coble of Greer, S. C.; 
Mrs. Hazel M. Fletcher of Hartford, 
Conn., and Jessica Meek of J. L. Hud- 
son & Co., Detroit. Donor of prizes is 
H. L. Andrews, G-E vice president. 
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EW ideas, brand-new, modern conveniences, 
advanced design and engineering... that’s 
what Philco promised to bring to refrigeration as the 
one effective weapon against profit-destroying, price 
competition! 

And that’s why Philco, with its Horizontal Evapor- 
ator, Giant-Size Frozen Food Compartment and other 
BD exclusive features, is the sensation of the industry 
today. Philco Advanced Design is building up instead 
of tearing down the dealer’s dollar margin. It gives 
him his one opportunity to SELL UP, to enjoy the 


new 
. — highest average unit sale in the industry. Yes, it’s the 
ics. one profit line in refrigeration for 1940! 
Supply 
with 
rn Philco LH-6 . . . Already the Fastest-Selling 
lectric. 
~~ Quality Refrigerator on the Market! 
— : LH-6... already the quality leader in the refrigerator field! 
* ep : Already it’s selling in volume at a higher price and a bigger 
artford profit to the dealer. Because it offers advanced design... 
~ Hud 4 real, valuable extra services worth the money to the buyer! 
‘<—asiee Philco ... backed by the most spectacular advertising and 
the greatest public acceptance in the appliance field... is 
YOUR one opportunity for real refrigeration profits in 
1940! Contact your Philco Distributor . .. mail the coupon! 
Si MAIL COUPON NOW => PHILCO RADIO & TELEVISION CORPORATION 
= DEPT. No. 704, PHILADELPHIA, PA. 
Send complete details of your Philco Refrigerator 
j i proposition, including discounts and credit terms. 
g NAME 
HOME RADIO + AUTO RADIO + TELEVISION PHONOGRAPHS county 
RADIO TUBES + PARTS + REFRIGERATORS + AIR CONDITIONERS + DRY BATTERIES x ay, 
ISING 
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| Timpson, owner and general manager of the Good House- 
seping Shop, Oakland, Cal., sits down to lunch with his sales 
ganization during one of the regional meetings. 


rs. A. Keseling, Sid Langley and Sam Marks—all of the appli- 
ce department of the Emporium, San Francisco; Eli Popovich, 
anager, Emporium's appliance division; John Sullivan and Wil- 
m Murphy of the appliance division of Nathan-Dohrmann Co. 


vorge Haskell and H. McLean of the appliance department, 
nite House, San Francisco; Fred Schultze, manager housewares, 
rite House; Ted Norton, appliance department, White House; 
di Dan D. Kragen of the Frank Newman Co., San Francisco. 


U. Spriggs, sales manager, Chapin-Owen Co., Rochester, 
Y.; |. A. Nadritch, Sibley, Lindsay & Curr Co.; E. R. Benson, 
y Washing Machine Co.; and B. M. Hanley, manager, appli- 
e division of McCurdy & Co., Rochester. 


J. Shea, San Francisco manager for Easy; F. S. Fenton, Jr., 
sional sales manager for Easy; Stanley Joseph, manager, 
liance division, H. C. Capwell Co., Oakland, Cal.; Walt 
itacre and Max Sutton of the H. C, Capwell Co. 


ay 


— 


Left to right: Johnny Eberhart, manager, appliance depart- 
ment, Maison Blanche, New Orleans; M. S. “Bill” Tinsley, 
Easy divisional manager; and Abe Burglass, of the Burglass 
Furniture Co., New Orleans at a Radio Specialty Corp. 
(distributor) meeting. 


An Ohio group: G. M. Nutter, general 
sales manager, Moock Electric Supply, Can- 
ton, O.; H. M. Moock, president of the 
company; J. W. Yonts, Easy divisional sales 
manager, and C. E. Conrad, sales manager. 


He w 
ervice 
jistribute 
anges, 

ther ap 
notion 


Studying 
Spring Cleaning 


Easy dealers, in spring campaign, to carry the message of 


home laundry savings through higher-priced unit sales. 


and the 
Pittsbur 


Artht 
SEE STORY ON PAGE 42 


Moynil 


orpor 
Haugh 


Mr. and Mrs. Robert Angelis of the Angelis Sales & Ser- 
vice Co., San Francisco; Mr. and Mrs. F. P. Allen and 
Oscar Johnson of the Palo Alto Hardware Co., Palo Alto, 
Cal., snapped at the Pacific Coast Easy meeting. 


Bill Schroeder, president, Helschro Electric & 
Radio Co., New Orleans; Bill Tinsley, divisional 
manager and Ferd Block, president of the Block 
Furniture Co., Thibodeaux, La. 


Left to right: J. Cristadoro, president, Radio 
Specialty Corp., New Orleans; W. M. Miller, 
Thigpen Hardware, Picayune, Miss.; Hollister 
McKay, Jackson, Miss.; and Bill Tinsley. 


Mr. and Mrs. Joe Jacobs of the Jacobs Electric, Crockett, 
Cal.; and Mr. and Mrs. E. C. Coolidge of the E. C. 
Coolidge Co., San Leandro, Cal., snapped at the Easy 
dealer meeting on the west coast. 
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Porcelain Enamel Institute 


Harry Ewald, formerly sales manager 
k the range division of Landers-Frary 
Clark, New Britain, Connecticut, joins 
e reguiar staff of the Porcelain Enamel 
stitute. Chicago, as director of mer- 


andisin g. 


HARRY EWALD. 


He will head up a comprehensive 
ervice activity among manufacturers, 
istributors and dealers of refrigerators, 
anges, heaters, washers, ironers and 
ther appliances to assist with the pro- 
notion of porcelain enamel as a finish. 
Mr. Ewald brings to this activity 
broad experience in merchandising appli- 
ances. He has been active in merchan- 
jising and sales promotional work with 
such companies as Philadelphia Electric 
Company, Philadelphia; Electric Bond 
and Share Company, New York City; 
and the Duquesne Light Company of 
Pittsburgh. 


Blackstone 


Arthur T. Haugh, former general sales 

manager of Sparks Withington Co., 
jackson, Michigan, has been appointed 
Pacific Coast representative for the new 
Blackstone automatic washer and the 
Blackstone line of wringer-type washers, 
spin-dry washers, and ironers, according 
‘oa recent announcement made by P. S. 
Moynihan, sales manager of Blackstone 
orporation, Jamestown, N. Y Mr. 
Haugh, whose headquarters are at 1421 
Spazier Avenue, Glendale, California, is 
well-known in Western appliance mer- 
chandising circles as a former president 
f both the National Automotive Parts 
Association and the Radio Manufacturers 
Association, and for his work as chair- 
man of the National Radio Legislative 
Committee. 


Leidy Electric Co. 


H. E. Dickson of Phillipsburg, N. J., 
who for the past fifteen years has been 
associated with New Jersey Power & 
Light Company and Metropolitan Edison 
Lompany, has been made President and 
veneral Manager of the Leidy Electric 
. of Phillipsburg, N. J. At the time 
i his recent resignation from the Metro- 
plitan Edison Company, he was Division 
Sales Manager at Reading, Pa. Mr. 
\. W. Leidy, the founder of the com- 
pany which bears his name, will remain 
with the company in an active capacity. 


G-E Home Laundry 


Dale U. Kuneman, for the past three 
and a half years a sales counsellor for 
tkil Electric Co., General Electric ap- 
Puance distributor at Hartford, Conn., 
as been appointed a district representa- 
uve for G-E home laundry equipment by 
John M. Wicht, manager of the com- 
pany’s home laundry equipment section at 
Stidgeport, Conn. The new representa- 
‘we will make his headquarters at St. 
‘ous, Mo., and will serve distributors in 
“e surrounding area. 


Minneapolis Dealers Association 


Election of officers of the Electric 
Appliance Dealers Association has re- 
sulted in the presidency going to Waldo 
Bunger of Minneapolis. F. J. McCor- 
mack is vice-president; W. G. Stuefer, 
secretary-treasurer. Directors of the 
Minneapolis organization are: E. G. 
Beecher, Earl Williams, Robert Gustaf- 
son and R. M. Stevenson. 


Harvey-Whipple 


Ray G. Whipple, treasurer and general 
manager of Harvey-Whipple, Inc., manu- 
facturers of Master Kraft oil heating 
equipment, announces the appointment of 
G. W. Keller to the post of sales manager 
of field operations. He comes to Harvey- 
Whipple from the Edison Institute, New 
York City, and has previously been 
active on dealer and jobber relations 
work with the General Electric Company 
at Schenectady, N. Y. 


G. W. KELLER 


Progress Vacuum Corporation 


Frank J. Allen, president of Progress 
Vacuum Corporation, Cleveland, Ohio, 
announces the appointment of Howard 
J. Shartle, former eastern sales man- 
ager of the Eureka Vacuum Cleaner 
Company, as vice president in charge 
of sales. Mr. Shartle brings to his 
new position broad experience in appli- 
ance merchandising, and enjoys a wide 
acquaintance from one end of the coun- 
try to the other. 

Previously, Mr. Shartle was in charge 
of record sales for the Victor Talking 
Machine Company, president and general 
manager of the Cleveland Talking 
Machine Company, general sales manager 
for General Household Utilities, manu- 
facturers of the Grunow radio and refrig- 
erator, and the past eighteen months has 
made New York City his headquarters 
for Eureka. 


Crosley 


The appointment of George T. Stev- 
ens, as manager of the Refrigeration 
Division of The Crosley Corporation, 
has been announced by Thomas W. Ber- 
ger, general sales manager of the com- 
pany. d 

Mr. Stevens comes to Crosley directly 
from the Allied Stores, with headquar- 
ters in New York and retail outlets 
throughout the United States. With 
Allied Stores he was merchandise man- 
ager of appliances and hard lines. In 
this connection he had charge of the 
design, production and marketing of 
private brand lines as well as of the 
merchandising of national brands. Prior 
to his connection with Allied Stores, Mr. 
Stevens was regional merchandiser of 
appliances and hard lines for Montgom- 
ery Ward in the eastern region. 

The appointment of William T. Wal- 
lace as manager of the Radio Division 
of The Crosley Corporation, was also 
announced. Mr. Wallace comes to Cros- 
ley from Sears-Roebuck. 

William M. Shipley has been named 
manager of major account sales for 
The Crosley Corporation, Thomas W. 
Berger, general sales manager, announced 
also. Mr. Shipley joined the Crosley 
organization as district manager in the 
eastern territory in 1937 and in 1938 was 
made eastern sales manager, the an- 
nouncement said. 


W. A. Green (Dallas) 


Appointment of Frank LaPrelle as 
manager of the appliance department of 
the W. A. Green department store has 
been announced. 


Easy 


J. J. Nance, general sales manager of 
Easy Washing Machine Corporation, 
Syracuse, N. Y., today announced four 
major personnel changes in the Easy sales 
organization : 

E. R. Benson, formerly manager of the 
Chicago division, has been transferred to 
Syracuse, where he will head the com- 
pany’s Factory Division, including the 
Syracuse, Albany, Rochester, Scranton 
and Buffalo districts. 

E, Fairchild, formerly in charge of the 
Midwest Division, with headquarters in 
Kansas City, becomes Pittsburgh Divis- 
ional Sales Manager. 

G. F. Graalman, former Easy Special 
Representative, has been appointed man- 
ager of the Chicago Division. 

Lyle Huntoon, formerly in charge of 
the Denver territory, is now manager of 
the Midwest Division, with headquarters 
in Kansas City. The Denver district re- 
mains in Mr. Huntoon’s territory, the 
announcement said. 


Three New 
Crosley Men 


W. T. WALLACE 


| W. M. SHIPLEY 
| Westinghouse Supply 
Appointment of E. C. Brode as mer- 
| chandise manager for the Central Dis- 
trict of the Westinghouse Electric Sup- 
| ply Company with headquarters at De- 
| troit has been announced by Bonnell W. 
| Clark, president of the company. Mr. 
| Brode will be in charge of operations 
for his department in Ohio and Michigan. 


E. R. BENSON 
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E. FAIRCHILD 


LYLE HUNTOON 


Four New Easy Washing Machine Appointees 


G. F. GRAALMAN 
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NEW DISTRIBUTOR 
APPOINTMENTS 


Norge 
V. J. McGranahan Company, 
Toledo, O. 


Gibson 

L. V. Whitney Distributor Corp 
236 E. Erie St., Chicag ipartment 
house sale) 
Horton 

Fargo Motor Supply Co.. Fargo, X 


Dakota 

United Electric Supply Co., Sal 
Lake City, Utah 
Stromberg-Carlson 

Consolidated Mills Co., Birmingham 
Ala. 

United Electric Service. Inc., 308 X 
Third St., Monroe, La. 
Roberts & Mander 

Jos. M. Zamoiski Co., Baltimor 


Md. 

Roskin Distributors, Inc., Hartford 
Conn. 

Roskin Distributors, 1: Middle 


town, N. ¥ 
Kemp Equipment Co.. Rochester 


Kauffman Air Conditioning 
Spector Sales Associates. 17 E. 42nd 
St., New York City 
Perfection Stove 
Henry Porter & Co., Allen, Ky 
Home Appliances, Abbeville, S. C. 
H. C. Aull, Greenwood, >. C. 
Schick Dry Shaver 
McKesson & Robbins, Nationally 
Carson, Pirie Scott Co., Chicago, Il. 
J. A. Williams, Pittsburgh, Pa. 
Engelwood Electric Shop. Chicag 


Supplies-Biddle Hdwe., Philadelphia 
Pa. 

Eastern Electric Supply Co, 
Newark, N. J. 


Franklin Electric Co.. ['hiladelphia, 
Pa. 
Samuel Weinhaus, Pittsburgh, Pa. 
Dauphin Electric Supply Co., Harris 
burg, Pa. 
J. E. Goold, Portland, Me 


L. Luria & Son, Inc., New Yorl 
City, N. Y. 

R. B. Wall Co., Wilkes Barre, Pa. 

S. H. Clausin & Co., Minneapolis 


And G.E. will lead the way with G.E. sells more cleaners through 
50,000,000 advertising messages distributor-dealer channels exclu- 


in national magazines ferreting out sively than any other manufacturer? Minn. ; ; 
vacuum Cleaner prospects for G-E _Joseph Kurzon, Inc., New York 
Mesfacn In 1940 every other vacuum cleaner City, N. ¥ 


Hibbard, Spencer, Bartlett & Co, 
Chicago, Ill. 

I. Alberts, Boston, Mass 

Baldwin-Miller Co., Indianapolis 
Ind. 

Scranton Electric Construction Co 
Scranton, Pa. 

Everson Electric Co., Allentown, Pa 

Peerless Electric Supply Co., Indi 
anapolis, Ind. 

Tacoma Drug Co., Tacoma, Was 

Mayer Bros., Seattle, Wash. 

Northland Electric Supply, Minn 
apolis, Minn. 

The McCaffery Co., South Bend 
Ind. 

E. W. Reynolds, Los Angeles, Cali! 

California Hardware Co., Los Ang 
les, Calif. 

The Electric Sales & Service, -\! 
lanta, Ga. 

Langdon & Hughes Electric, Ut 


sale will be made through a dealer 
Every message will say - “Go-To- you will have happier hunting 
Your-G-E-Dealer"’— any wonder if you follow our hounds. 


Ask your G-E Distributor to explain the new A-B-C Plan 
tor “Additional Profit Opportunities’’ in 1940 -then join 
the hunt! 


Jensen-Byrd Co., Spokane, Was 
Dakota Electric Supply, Farg 
N. D. 

_Havens Electric Co. Inc., All 


Gould-Farmer, Syracuse, \ 
‘gece Weed & Co., Buffalo, N. \ 


ELECTRIC 


ad Manufacturers Furniture Co., 
Howard Radio 

Smith Benney Sales Corp., 
York City. 
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*¢7’VE SOLD hundreds of appliances on 


the instalment plan. That’s how I know 
there is a lot of difference in finance plans, 


and in the folks that offer them. 


“Here’s why I'm interested. Most of my 
commissions come from time sales. I 
naturally want these customers coming 
back to me for other appliances. Maybe 
I am selfish, but I want more sales—and 
more commissions. So, I’m particular 
about the finance plan and the finance 


company I recommend. 


“With the Commercial Credit Plan 
we've got very low rates and liberal terms 
for the customer. The Plan also provides 
for Combination Sales, Farmer Sales, Short 
Term Note Sales and ‘Add-On’ Sales. Most 


finance plans have some, but none have all 


GLAD THE BOSS 


SELECTED THE 
COMMERCIAL CREDIT PLAN 


the features offered under the Commercial 
Credit Plan. 


“There is the personal angle, for instance. 
To do the job right a finance company— 
like a salesman—must know human nature 
and how to deal with people. They must 
be cooperative. They must be considerate of 
deserving people and play ball with them 
when circumstances justify it. That’s another 
reason why my customers and I like the 


Commercial Credit Plan. 


“The boss is naturally profit-minded. He 
likes the safety features of the Commercial 
Credit Plan because we have fewer repos- 
sessions. Commercial Credit also gives him 
a cash reserve on each time sale to protect 
him against loss on his time sale profits. 
That’s their new Dealer Reserve Plan. 
Why not tell your boss about it.” 


COMMERCIAL CREDIT COMPANY, FIRST NATIONAL BANK BLDG., BALTIMORE, MD. 
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‘It Helps Me Sell — 
Keeps My Customers Sold” 


PROFIT- MINDED 
DEALERS 


Send for these folders: 


1. GREATER PROFIT OPPORTUNITIES 


@ Highlights the following features 


DEALER RESERVE PLAN 
LIMITED LIABILITY PLAN 
PURCHASER DISCOUNT PLAN 


2. DEALER'S WHOLESALE PURCHASE PLAN 


@ Fully describes terms, rates 
and methods of financing 
dealer’s purchases. 


SERVING THE APPLIANCE INDUSTRY FROM COAST TO COAST 
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“RED HOT" 


COMBINATION OFFER 
FOR PROFIT 


COMPARE — 


BIG VALUE * EYE APPEAL 
LOW PRICE * EFFICIENCY 


MODEL No. 157 


Bork FOR ONLY 
ant cio 
Citamen 
BOTH WITH 3 POSITION 
MOTOR DRIVEN 
BRUSHES 
BOTH 
CLEANERS 


This Combination 
NATIONALLY ADVERTISED 


In the Saturday Evening Post for the Benefit of Royal Dealers. 


*LIBERAL DEALER PROFITS 
WITH ROYAL 


Your ROYAL Distributor will show you the 1940 line of Profit 


TH 


EP. A. GEIER COMPANY | 
540 E. 105th ST., CLEVELAND ‘OHIO 
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STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


February shipments, totaling 280,980 
household electric refrigerators, repre- 
sented not only the largest February busi- 
ness in refrigerator history but surpassed 
all other monthly records since May 1937. 
In comparison with February of last year 
the percentage gain amounted to 28.37%. 
For the two months, the cumulative in- 
crease stands 45.61% ahead of the same 
months of last year. 


February 1940 ..... 280,980 refrigerators 
February 1939 .....201,269 refrigerators 
2 Mos. 1940 .......515,642 refrigerators 
2 Mos. 1950 354,118 refrigerators 

The ever-growing popularity of the 


6-6.99 cu. ft. size box is seen in the Nema 
summary showing refrigerator sales by 
sizes of boxes. The six foot box which 
accounted for 43.63% of cumulative sales 
of January-February 1938, rose to 54.28% 
in the same months of 1939, and to 
71.57% in the two months of 1940. 


Saturation, January 1940 — 13,701,006 
homes, or 56.0% of total wired homes. 


WASHERS 


Forging ahead by 14,571 washers, 
10,369 of which were in the $70-and-over 
group, the February 1940 sales of house- 
hold electric washers registered a unit 
increase of 12.19% above February 1939, 
thus extending the two months’ volume 
11.31% above comparable sales of last 
year. The month’s volume further dis- 
tinguished itself by being only 2,285 units 
short of the 1936 all-time February high, 
which totalled 136,428 electric washers. 
In dollars (at retail) the February busi- 
ness outranked that of February 1939 by 
20.57%. This was brought about through 
the increased business in the higher 
priced models, which resulted in an 
average price of $70.30 for February 
1940 compared with $65.41 a year ago. 
Following are estimates of industry sales 
compiled by the American Washer and 
Ironer Manufacturers’ Association : 


February 1940 134,143 washers 


February 1939 ........ 119,572 washers 
2 Mos. 1939 .......... 221,393 washers 


Saturation, January 1940—14,579,000 
homes, or 59.6% of total wired homes. 


GAS ENGINE WASHERS 


Showing a lower unit volume thian jp 
any February since 1934, the month’ 
sales totaled 8,175 gas engine washers 
Compared with 1939 this represented ; 
loss of 20.73% for February and oj 
17.91% for the cumulative volume of the 
two months. Following estimates of jp- 
dustry sales are taken from the current 
release of the American Washer ané 
Ironer Manufacturers’ Association: 


February 1940 . 
February 1939 
2 Mos. 1940 
2 Mos. 1939 


8,175 gas engine washer; 
. 10,313 gas engine t washers 
. 15,105 gas engine washers 

. 18,401 gas engine washers 


VACUUM CLEANERS 


Practically doubling the January per- 
centage of increase, February sales oj 
floor cleaners advanced 33.18% ahead \ 
February 1939, thereby running the tw 
months’ volume up 25.90% over compar 
able sales of a year ago. The Februar 
performance is also credited with show- 
ing the largest February volume sinc 
the beginning of the industry. 

With hand cleaners the gain for Febr- 
uary was 12.67%—for the two months 
13.68%. Following records of industry 
sales come from the Vacuum Cleaner 
Manufacturers Association: 


February 1940 116,049 floor cleaners & 
28,373 hand cleaners 
87,140 floor cleaners & 
25,182 hand cleaners 
1940... .208,855 floor cleaners & 
55,735 hand cleaners 
-165,893 floor cleaners & 
49,028 hand cleaners 


Saturation, January 1940 — 11,834,600 
homes, or 48.4% of total wired homes 


February 1939.. 
2 Mos. 
2 Mos. 1939... 


RANGES 


With sales totalling 32,998 household 
electric ranges, the February 1940 vol 
ume of the NEMA range membership 
showed an advance of 21.95% over Feb 


ruary 1939. For the two months the 

increase amounts to 25.87%. 

February 1940.............32,998 ranges 

February 1939.............27,058 ranges 

55,132 ranges 


Saturation, January 1940 — 2,510,000) 
homes, or 10.3% of total wired homes. 


RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES. 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


Retail Sales 


Manufacturers’ Sales 


Household Appliances Refrigerators 

Feb. 1940 Feb. 1940 Feb. 1940 Feb. 1940 
vs. vs. vs. vs. 

Feb. 1939 Jan. 1940 Feb. 1939 Jan. 1940 
New England (5 states)...... —11.3% +13.2% +13.7% = 1.4% 
Middle Atiantic (1 state)..... +18 .0% +15.4% +36.3% +13.7% 
East North Central (4 states) +18.0% +10.4% +61.9% +17 .6% 
West North Central (4 states) +10.3% + 3.3% +18.2% +45 .3% 
South Atlantic (3 states)..... +33.5% — 0.3% +61.3% +38 .5% 
West South Central (2 states) +33.3% +25 .9% +22 .3% +40 .3% 
Mountain (8 states)......... +26.1% + 2.2% +52.7% +37 .5% 
Pecific (3 stotes)............ +21.8% + 2.0% +50.0% — 7.9% 
Total (30 states)........ +17.2% + 8.4% +40.7% ey 

Retail Sales—Dept. of Commerce, covering 307 dealers in Conn., Mass., N. H., Vt.. 
—Pa.—ill., Ind., Ohio, Wis.—la., Kans., Mo., Neb. —Fla., S. 
Tox—Arit, Colo., Ida., Monrt., ‘Nev., N. M.., Utah, Wyo. Ore. and 

ash. 


Mfrs.’ Sales—Edison Electric Institute. 
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IRONERS 


Announcement is made by the Ameri- 
can Vasher and Ironer Manufacturers’ 


) Association that, based on additional in- 


formation supplied by two manufacturers 
of portable electric ironers, 1939 sales 
amounted to 127,093 units, or almost 
12000 more than originally reported. 
Revised 1939 figures therefore, as given 
below, incorporate the additional portable 
models reported for January and 
February 1939. It will be seen from 
these that increases for January and 
February were 6.81% and 6.06% respec- 
tively, while the two months’ gain was 
644%. In retail dollars, however, the 
two months’ volume retains a bare lead 
of .60% above comparable sales of last 
year. 


February 1940 .......... 10,183 ironers 
February 1939 .......... 9,601 troners 


Saturation, January 1940 — 1,552,000 
homes, or 6.3% of total wired homes. 

It is interesting to note the progress 
made by both the portable “under $30” 
models and the “$80-and-over” ironers. 
Whereas the low priced model consti- 
tuted 17.91% of the January-February 
1939 volume and rose to 26.33% in 1940, 
the high priced ironer which represented 
4289% of January-February 1939 ac- 
counted for 44.50% in the two months 
of 1940. 

On the other hand, the $50.00-$79.99 
model, which took 31.90% of the January- 
February 1939 volume, represented but 
21.73% of the 1940 volume of the same 
months. The $30.00-$49.99 ironer retained 
744% of the 1940 volume, compared with 
7.30% a year ago. 


ROASTERS 


The NEMA roaster membership sold 
a total of 7,172 household electric roast- 
ers in February—a gain of 36.12% over 
February 1939. By types of models the 
month’s comparison with February of 
last year was as follows: a loss of 66.26% 
in the 7-to-10 quart size, a gain of 
127.65% in the 11-to-15 quart size (the 
first encouraging upturn in this sized 
model in over a year), and a gain of 
30.75% in the over-15-quart size. The 
heavy gain in the medium sized roaster 
is probably due to the fact that the 
average price of $11.38 obtained for this 
model in February 1939 dropped to $8.92 
in February 1940, (manufacturers prices). 

For the combined months of January 
and February, the unit volume stands 
even with the dollar volume at 42% in 
excess of last year’s comparable sales. 
From further data compiled by NEMA 
it is noted that the two months’ volume 
classified by sizes of models shows 1940 
with 3.18% of the sales in the small 
/-to-10-quart size, 10.34% in the 11-to-15 
quart size, and 86.48% in the over-15- 
quart model—contrasted with 1939 sales 
of 13.84% in the small sized model, 
8.36% in the medium, and 77.80% in the 
large sized model. 


February 1940............ 7,172 roasters 
February 1939............ 5,269 roasters 
16,784 roasters 


Saturation, January 1940 — 1,000,000 
homes, or 4.1% of total wired homes. 


WATER HEATERS 


Current sales of household electric 
water heaters, storage type, show ex- 
cellent progress. According to NEMA 
records, as given below, the January 
fain was 42.22%, February 34.88%, and 
the combined two months 38.52% higher 
than the same months of 1939, 


February 1949...... 7,018 water heaters 
February 1939...... 5,203 water heaters 
January 1940....... 7,269 water heaters 
January 1939....... 5,111 water heaters 
2 Mos. 1940........ 14,287 water heaters 
2 Mos, 1939........ 10,314 water heaters 


Saturation, January 1940 — 750,000 
homes, or 3.1% of total wired homes. 


LAST TRADE-IN DRIVE 
SOLD OVER $2,000,000 
WORTH OF SHAVERS, 

BROUGHT IN THOUSANDS 
OF NEW CUSTOMERS! 


THIS ONE IS 


— GRADUATIONS — 


BIGGER, HITS HARDER RIGHT 
IN GIFT SEASON... FATHER'S DAY 


WEDDING ANNIVERSARIES. 
BIGGER SALES OPPORTUNITIES! 


Again a Schick “trade-in” drive 


ees consumer advertising breaks 
May 2nd. You can cash in on big ads 
like the one above by taking advantage 
of Schick’s “50-50 Codperative Adver- 
tising Plan’’. Note: Schick will partici- 
pate in dealer ad costs on the trade-in 
drive only on copy run after April 22nd. 


GET IN EARLY, AVOID RUSH! 


This highly improved hi-speed Schick 
“Captain” Dry Shaver is going to be a 
red-hot hit through the spring gift season. 
Think of birthdays, anniversaries, June 
graduations, Father’s Day! What an oppor- 
tunity! You couldn’t ask for a better 
“set-up” to knock down sales in a hurry. 


ELECTRICAL MERCHANDISING—APRIL, 1940 


See 
af 


DON’T DELAY, ACT RIGHT AWAY! 
Your local distributor now has stock. 


New customers for you. More business 
for May and June. 

This amazing offer to your customers 
gets fast action, quick stock-turn, real 
profit. No headaches for you either. 
Schick absorbs full cost of ‘‘trade-in’’. 


You get your regular discount 
off retail price of $9.75 


Big space newspaper ads in 65 news- 
papers and in national magazines will 


bring trade into your store! 
\ 


CHICK 


Straight-blade, safety or electric as a “trade-in” for new hi-speed Schick “Captain.” 


make the “trade-in” campaign a sure- 


fire success for you. 


Total newspaper 


circulation May and June. 12,325,466 


Total messages............. 68,346,168 


Total magazine 


circulation 


Total magazine 


messages 


GRAND TOTAL 


ADVERTISING MESSAGES 79,303,562 


coves 5,478,697 


. .10,957,394 


FILL IN—ATTACH 
TRADE-IN. ........... 2.75 TO PENNY 
NET PRICE WITH WHISK-IT . 10.75 CARD AND 
NET PRICE GIFT KIT ..... 12.95 MAIL TODAY! 
Schick Dry Shaver, Inc., Stamford, Conn. EM 5 
My jobber is. H 
Ship me at once on my order No. the following: . 
' 
. No. 7 Heads for No. 10 Heads for 
MODEL Cat. No. Normal Beard Cat. No. Tough pean : 
SCHICK 
“CAPTAIN” 127 190 
“CAPTAIN” with 
AC WHISK-T 1% 110 
“CAPTAIN” 
OR GIFTKIT 47 150 
Name ‘ 
NO VIBRATION! Address ' 
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*And Here’s the Backing Every 
G-E Fan Dealer Will Get FREE 


1. A full-color “stopper” dis- 
play designed to catch the 
eye—and hold it! 


2. Smart catalogs full of sell- 
ing facts! 


3. Direct-mail pieces to help 
build your volume! 


4. Convincing ready-made 
newspaper mats for local use! 


5. Powerful National news- 
paper ads in over 175 key 
cities —run at the best time 
to sell fans—in local hot 
weather! 


And a plus you can’t ignore— 
dominant, colorful National 
magazine advertising which 
month in and month out helps 
maintain user acceptance and 
keep the G-E name constant- 
ly in the limelight. 


APRIL, 
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LOVE STORY TO SELL 
HOTPOINT RANGES 


CHICAGO—A romance that winds } 
self around an electric kitchen in f, 
reels and done in the lush Hollywo 
manner, is being released this month } 
Edison General Electric Appliance Com. 
pany, to be shown under the auspices oj 
local dealers and_ utilities all ove; 
America. It is called “Blame It 6 
Love.” 


Here is Joan Marsh in the night club 
scene from the new Hotpoint movie, 
"Blame it on Love.” 


Produced in the Hal Roach studio: 
there are more than 100 people in t! 
cast, including such Hollywood celebri 
ties as Joan Marsh and John King. 

Most unusual is the way in which tl 
electric appliances shown aid in the plot 
development and are not dragged into tl 


As L. J. Sholty, vice president o/ 
Maxon Inc., who spent time on the west 
coast and Clinton Brown, director « 
publicity for Hotpoint, say, “We want 
to make a picture with a theme song that 
could be a hit picture on its own rights 
It is. 


New Silex V.P. 


Claude Hendon, who has been with The 
General Electric Company for twelve 
years—the last five years as manacer of 
the Small Appliance and Electric Fan 
Departments—has been elected vice 
president in charge of merchandising, 
and a member of the Board of Directors 
of The Silex Company. 


| \ 4 
| 
‘with GE I ans for 1940. | 
CTRIC 
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Leading Merchants Endorse 


Room Sell 


New Leonard Program of Larger Territories and Bigger Volume 
—for Greater Overall Profits 


ODAY, the refrigerator business faces 
one of the biggest years in history. 


But, in these days of increasing com- 
petition, a question of growing impor- 
tance is, “Where are you going to sell 
them?” 


Leonard's new 1940 program provides 
a definite, workable answer to this ques- 
tion.“‘Leonard dealers have room to sell.” 
And that is why it has been enthusiastic- 
ally accepted by leading, aggressive deal- 
ers in many markets. 


If you are one of these good dealers, 
you too, will be interested in this program 
of bigger profits through larger territories 
and greater volume per dealer. 

But Leonard in 1940 offers far more 
than this alone. 


Never before, we believe, has a line 
been better designed for sales—from 
every angle of product, price and profit 
margin. 

Here’s a line that has beauty. Women 
turn to it instinctively. 


Here's a line with more value-features 
than ever before—with everything women 
want, plus new exclusive features, such as 
the Hi-Humid system that keeps uncov- 
ered foods fresh for days longer. 

Here’s a line whose prices offer con- 
sumef savings up to $60 compared with 
last year—with every model reduced. 

Best of all, here’s a line with /ogical, 
easy step-ups—offering convenience fea- 
tures that can be demonstrated by your 
salesmen to justify the gradual price- 
increases. 

Besides all this—dealer’s profit-mar- 
gins have not been reduced. 

Already this new Leonard plan is a 
proved success. Some of the country’s 
foremost merchants are following it— 
making solid money. If you want to be 
one of them .. . if you want to get away 
from unprofitable competition . . . if you 
want to make money on a well-planned 
selling operation—then you'll sell Leonard. 


LEONARD Division, NASH-KELVINATOR CORP. 
14250 Plymouth Road, Detroit, Michigan 


LEONARD ELECTRIC 


ELECTRICAL MERCHANDISING—APRIL, 1940 


1940 LEONARD LCSX-6 GIVES YOU ALL THIS 


Fine Permalain cabinet finish - Porcelain-on-steel 
cabinet lining - Full 6% cubic-foot size - 112 
square feet of shelf area - 84 big ice cubes, 9 Ibs. 
: Chilling Tray - Embossed Freezer Door - Silent 
Glacier sealed unit—requires no 
oiling - Automatic light - Len- 


A-Latch Door Handle - 5 Year $ 75* 
Protection Plan - Price... . . 
* Delivered in the kitchen with $ Year Protec- 

te and 


tion Plan. local taxes are extra. 
Prices ave slightly higher west of the Rockies. 
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GOLD RUSH SPECIAL 


12 No-Cloth Filters @ .39 


2 Coffee Dispensers with containers @ 1.45 . 


Foil Display sign for No-Clot 


$4.68 
2.90 
FREE 


$7.58 


h Filter. . . 
RETAIL PRICE 


Special To You At *3.79 


TALK ABOUT PROFIT... you su 
profit on every item you sell. And they're fast-selling items 
that women want. Get in on this gold mine now. How 
many “packages” can you use? 


CAFEX No-Cloth Filter 
A clothless filter that works! 


Simple, convenient to use. Merely 
drop it down the stem and attach the 
hook, it’s held firmly in place—can- 
not fall out or break the bowl. Fast 
—efficient—ea%y to use. It is the first 
clothless filter that really works! 


re get it on this deal! 100° 


Genuine SILEX Coffee Dispenser 
accurate measurement . . . non-spill 


Non-clogging, accurately measures 
all grinds of coffee without spilling. 
Just a flip of the lever and the right 
amount of coffee comes down every 
time. Women buy these dispensers 
almost on sight! 


Offer good from April 1 to May 31 only 


THE SILEX COMPANY... 


- HARTFORD, CONN. 


Creators of the Glass Coffee Maker Industry 
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FINANCIAL NEWS 


Statements of Leading Manufacturers 


GENERAL ELECTRIC 


Preliminary results of General Electric 
Company's operations for the year 1939 
were announced today following a meet- 
ing of its Board of Directors, showing 
Sales Billed amounting to $304,680,000, 
compared with $259,484,000 for 1938, an 
increase of 17%. As announced in Janu- 
ary, Orders Received in 1939 amounted to 
$360,748,000, or 43% more than in 1938. 

Net income for the year 1939, after 
provision for all charges, amounted to 
$41,236,000, and was equivalent to $1.43 
a share of common stock, compared with 
96 cents a share in 1938, an increase of 
49%. Cash dividends of $1.40 a share 
were declared and paid in 1939, compared 


with 90 cents a share in 1938. 
TRANE CO. 
Trane Co., LaCrosse (Wis.) 


manu- 
facturers of air conditioning equipment 
reports net earnings after all charges of 
$530,533 equal to $2.02 a share on com- 
mon for the year ended Dec. 31, 1939. 
This compares with net of $196,625 or 
71¢ a share in the previous year. Sales 
in 1939 rose to $5,073,000 from $3,639,000 
in 1938. 

Current assets as of Dec. 31, 1939, 
were $1,755,000 and current liabilities 
$418,686. A year earlier current assets 
were $1,476,000 and current liabilities 
$202,178. 


WESTINGHOUSE 


Incoming orders in 1939 reached the 
third highest level in the Company’s his- 
tory, the Westinghouse Electric & Manu- 
facturing Company announced in_ its 
Annual Report. 

Orders received during 1939 amounted 
to $214,239,044 compared with $149,662,- 
776 in 1938, an increase of 43 per cent. 

Net sales billed totalled $175,071,363 
compared with $157,953,216 in 1938, an 
increase of 11 per cent. 

Unfilled orders at December 31, 1939, 
were $70,821,960 compared with $40,- 


188,150 at the end of 1938, an increase of | 


76 per cent, 

Net income for the year was $13,854,365 
compared with $9,052,773 in 1938, an 
increase of 53 per cent. 

Only 1929 and 1937 were better years, 
declared A. W. Robertson, Chairman, 
and G. H. Bucher, President, who signed 
the report. 


STEWART-WARNER 


Stewart-Warner Corporation ani syb. 
sidiaries reported a net profit for 193 
of $553,224, after deduction of $1247}: 
for federal and Canadian income taxes 
according to the annual report mailed 
stockholders today. 

The net profit shown for 1939, equa 
to earnings of 45 cents per share, jp. 


cludes a dividend of 25 cents, totaling 
$310,462, paid December 20 to stock 
holders of December 8 record. This js 


in sharp contrast to the corresponding 
period for 1938, which ended in 
loss of $294,323. 

Sales for 1939 totaled $25,825,829, a 
compared with 1938 sales of $22,561.45 
an increase of 14 per cent. Ratio 
current assets to liabilities as of Decen 
ber 31, 1939, stood at 4.47 to 1. Book 
value of stock (par $5.00) as of the san 
date stood at $11.88 per share. 


a net 


APEX 
Mr. C. G. Frantz, «president of the 
Apex Electrical Manufacturing Com- 


pany, Cleveland, Ohio, announced that 
consolidated earnings for Apex and its 
subsidiaries, amounted to $201,780 for th 
year 1939 before provisions for Federa 
Income Taxes. After providing $2826 
for Federal Income Taxes, net earnings 
were $173,517 as compared to net earn- 
ings of $3,397 for the year 1938. This 
results in earnings of $1.35 per shar 
on the common stock of the Company. 


ABC 


Altorfer Brothers Company report 
net profit of $101,476 for the past year 
as compared against a _ net 
$95,535 in 1938. 


loss 


FLUID HEAT DIVISION, ANCHOR POST 


FENCE COMPANY 
Net earnings of the Anchor Post 
Fence Company, after all charges 


were $64,707.69 for the calendar year 
1939. According to William F. Bran 
nan, President, a decided upturn ! 
volume of industrial sales during th 
last four months of the year, caused 4 
total increase of 17% over 1938. Taxes 
paid during the year were $41,439.5 
Total assets at December 31, wer 
$1,254,177.61. 


| 


MIND WAITING WITH YOUR GARBAGE ‘TIL 
GET THIS THING INSTALLED?” 
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Left to right: Samuel |. Kessler, of Kessler & Kessler, attorneys; A. J. Brothers, 
counsel for the Association; Samuel E. Darby, Jr., of Darby & Darby; Paul Kolisch, 
distinguished patent attorney, line up for a picture at the first “get-together” 
dinner of the Independent Lamp Manufacturers Association. 


Standing, A. M. Parker and A. Adler, President and Vice-President respectively, 
of Wabash Appliance Corp.; seated, R. W. Sheppard and S. F. Marvin, of Jewel 
Lamp Co., and B. H. Kenyon, of Providence Base Works. 


Left to right: Robert L. Adler, of Wabash Appliance Corp., with Adam and 
Arthur Siegel, respectively, of Marvel Lamp Co. 


Gustav Hertzberg, President, addressing 
Incandescent Lamp Manufacturers Asso- 
ciation. At his left, Charles Eisler, Toast- 
master; at his right, A. M. Parker, Presi- 
dent of Wabash Appliance Corp., with 
Judge Joseph B. Gallagher. 


A. M. Parker, treasurer of the Incandes- 
cent Lamp Manufacturers Association, 
presenting the “appreciation trophy" to 
Gus Hertzberg, President, with Mr. Louis 
Klein Association Secretary, looking on 
at the ceremony. 


Left to right: Messrs. Drake and Young, of Hankins Container, with Mr. J. J. 


Pfeiffer, of Corning Glass Works. 
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UTILITIES OUTLINE ATTITUDE 
TOWARD FLUORESCENT LIGHTING 


A constructive attitude on the part of | 


electric utilities toward fluorescent light- 
ing is expressed in a series of resolutions 
adopted by the General Sales Committee 
of Edison Electric Institute at Chicago 
during the Institute’s Seventh Annual 
Sales Conference, March 19-22. 

The resolution declared, in effect, that 
the utility industry endorses fluorescent 
lighting in so far as its use provides 
proper illumination for eye health, com- 
fort and efficiency, is in the best interests 
of the customer, and is accurately pre- 
sented to the public. 

The resolutions were presented to an 
industry group including more than 250 
representatives of utility companies, 
manufacturers of fluorescent lighting 
equipment and tubes, and wholesalers, 
which met to discuss present-day prob- 
lems in the fluorescent lighting field. 

Speakers at the Conference included 
George E. Whitwell, Philadelphia Electric 
Company, who presided, and J. E. Muel- 
ler, West Penn Power Company, who 
discussed the economics of fluorescent 
lighting. 

The utility resolution, which was pre- 
sented to the Conference by Mr. Whit- 


well, is as follows: 
Whereas, the electric utility industry, 
together with cooperating groups, 


through duly organized and directed edu- 
cational and promotional effort over a 
period of six years, has promulgated cer- 
tain scientific "principles in lighting appli- 
cations pointing out the relationship of 
light to the conservation of eyesight, 
under the caption “Better Light-Better 
Sight,” and 

Whereas, the utilities have helped to 
establish the validity of these principles 
among all classes of electrical consumers, 
and 

Whereas, new fluorescent sources have 
been introduced into the field of general 
lighting which, together with controlling 
devices and light utilization equipment 
affect the quality, quantity and efficiency 


of lighting systems, and 


Whereas, fluorescent sources and the 
equipment for their use now available on 
the market involve not only problems but 
also opportunities in rendering the best 
lighting service to the consuming public 
by utilites and manufacturers and sellers 


| of these sources and equipment, and 


Whereas, it is essential to lighting prog- 
ress that there be a clarification of view- 
point on the merits of fluorescent lighting 
in the general lighting field, and on the 
present practices and methods employed 
in promoting, advertising an1 selling to 
the public at large; Therefore be it 

Resolved: That it will be the policy of 
the General Sales Committee of Edison 
Electric Institute 


1. To encourage every sound technical 
development in lighting sources and the 
art of their application in those fields 
where a better service can be rendered in 
accordance with the broad, established 
Better Light-Better Sight principles, with 
emphasis on freedom from glare, proper 
levels of illumination and the best inter- 
ests of the consumer: 


2. To promote only such lighting 
equipment as will provide good power 
factor (90% or more) thereby protect- 
ing the wiring capacities of consumer 
installations : 

3. To lend support to such advertising 
programs and to engage in such active 
promotion of fluorescent lighting as are 
consistent with the facts, are free from 
exaggeration and are easily subject to 
accurate interpretation by the consumer: 


4. To cooperate with all manufacturers 


| of light sources and equipment who are 


interested in the promotion of better 
lighting in so far as it contributes to the 
health, comfort and convenience of elec- 
trical consumers, and to the industrial 
and commercial progress of the country: 

5. That a copy of this Resolution be 
sent to manufacturers of light sources, 
fixtures, portable lamps, and others inter- 
ested in lighting development. 


Four More Join A.L.E.A. 


NEW YORK—Admittance of four new 
members to the American Lighting 
Equipment Association has been an- 
nounced by J. Markel, president and 
chairman of the Board of Governors. 
The four new members are: The Gla- 
solier Company, Pittsburgh, Pa.; The 
Imperial Lighting Products Company, 
Greensburg, Pa.; The Lincoln Manufac- 
turing Company, Detroit, Mich.; and 
Moe Bros. Company, Ft. Atkinson, Wis. 
The American Lighting Equipment 
Association now consists of twenty-two 
manufacturers who collectively supply 
approximately 75% of the nation’s resi- 
dential light fixture requirements. 


First Annual Lighting 
Conference on Coast 


A “first” of some importance to the 
electrical industry on the Pacific Coast 
is the announcement of the first annual 
Pacific Coast lighting conference of the 
I.E.S. which is to be held in Los Angeles, 
April 26 and 27. Frank Hansen, director 
of the Western Institute of Light and 
Vision is conference chairman. 
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1. Won’ t BREAK 


Step on it—hit it 
with a hammer. 


2. Won’ t FRAY 


Flex it—twist it— 


use it for years. 


3. Won't FAIL 


Riveted construc- 
tion—sealed atthe fac- 
tory for long, trouble- 
free life. 


LOOK AT “ALL THREE” 
Extra Sales and Service Features 
of CORDITIS-FREE CORDS 


You have sales features galore when you sell Belden Elec- 
trical Cords for replacement on appliances and _ tools. 
Special construction features of the Plug, Conductor, and 
Strain Relief or Connector give you many plus values. 

More important—they assure freedom from Corditis, the 
disease that has been nationally advertised by Belden for 
years. Your customers are pre-sold—and you'll find their 
quality and acceptance takes Belden Cords out of low-profit 
price competition. 


There is a Belden Replacement Cord for every type 
of appliance. Capitalize the extra features. Specify Belden. 


Belden Manufacturing Co., 4663 W. Van Buren St., Chicago 


* 

CORDITIS—a dangerous disease of electrical cords; the symptoms are 
frayed wire and broken plugs. It causes severe mental irritation and 
violent nervous disorders among electrical appliance users. 


Appliance Cord Sets approved by Good House- 

keeping Institute, listed as standard by Under- 

writers’ Laboratories, Inc., and certified by 
Electrical Testing Laboratories. 
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NEW BOOKLETS ISSUED 


VICTOR ELECTRIC PRODUCTS 


Chree pieces of literature of special 
interest to the jobber and dealer have 
just been published by the Victor Electric 
Products, Inc., Cincinnati, Ohio. The 
1940 Victor Fan Catalog, the Victor Fan 
Push, and the Victor Consumer Adver- 
tising Promotion broadside are now 
ready for distribution. 

The 1940 Victor Fan Catalog, a 12- 
page booklet in three colors, illustrates 
and describes the complete line of Victor 
Fans: the Miracle-Breeze, Hi-Breeze, 
Windstream, in all models. Considerable 
space is also devoted to the Victor In-Bilt 
Ventilators and Force-Air Fans. 

The Victor Fan Push describes the 
complete 1940 advertising program all 
set for the jobber and dealer to plug in. 
Newspaper ad mats, spot broadcast radio 
announcements, window streamers, point- 
ot-sale displays, pocket catalogs, envelope 
stuffers. 

lictor Consumer Advertising Promo- 
tion Broadside. The Victor Electric 
Products, Inc., is giving its jobbers and 
dealers some real backing in the form of 
substantial advertising in consumer trade 
magazines. The complete program is set 
forth in the Consumer Advertising Pro- 
motion Broadside. 


CORY COFFEE BREWER CORP. 


The new 1940 catalog of the Cory 
Glass Coffee Brewer Corp., 325 North 
Wells St., Chicago, is off the press and 


contains complete descriptions of the new 
features of the 1940 line of Cory brewers. 
Merchandising and advertising plans are 
included in the catalog which will be 
mailed free on request. 


EMERSON ELECTRIC MFG. CO. 


their 50th anniversary 
and a new “Golden Jubilee Fans for 
1940”, the Emerson Electric Mfg. Co., 
St. Louis, Mo., has recently published 
a new catalog desc ribing these fans 
which were created for the occasion. 
The catalog lists nearlv 100 types in- 
cluding desk and stand fans, air circu- 
lators, ceiling fans, exhaust and venti- 
lating fans. Illustrations, descriptions, 
detail construction features, perform- 
ance and list prices are given for all 
models. Ask for Catalog No. X-3649. 

The Emerson Electric Manufacturing 
Company, St. Louis, offers a new Air 
Circulator Catalog—a colorful 8-page 


Featuring 


catalog illustrating and fully des ribjn, 
the complete line of Emerson-t lectr 
Air Circulators for 1940. 

Detail construction features, perform 
ance and prices are given for three ang 
four-blade air circulators each wit 
ing, wall bracket, counter-column ap 
adjustable floor column mountings. Aj 
circulators equipped with new protectin 
mesh guards for industrial instal 
are also listed and described. 

A copy of the catalog X3658 will hy 
mailed to those requesting it on their 
company stationery. 


ations 


GENERAL ELECTRIC 


Three booklets have been issued by th: 
Appliance and Merchandise Department 
of the General Electric Company dealing 
with the electric sink, garbage disposal] 
and electric dishwasher. All are pr 
fusely illustrated with photographs a 
diagrams and tell a convincing story 
the sales potentialities of these newes: 
members of the appliance family. Fo, 
further information write Charles \\ 
Theleen, manager, Electric Sink-Cabine: 
Section, G-E, Bridgeport, Conn. 


G-E (LAMP DEPARTMENT) 


A new four-page folder giving 
essential technical data and prices o1 
the complete line of General Electr 
fluorescent Mazda lamps and auxiliar 
equipment has been issued by the Nela 
Park Engineering Department of t! 
Incandescent Lamp Department 
General Electric in Cleveland. 


G-E (WIRING) 


“Adequate Wiring for Industry” is 
the title of a new booklet which the 


Construction Materials sales divisio 
of General Electric at Bridgeport 
Conn. have recently issued. Amp! 


illustrated, the booklet can be used a: 
a check list to determine whether tac 
tories’ existing wiring permits efficient 


production, according to moder 
standards. 
In addition, a new farm wiring 


handbook of 28 pages has beet 
brought out to answer the many ques 
tions on adequate wiring for th 
modern farm. Particular attention i- 
given to planning the feeders betwee 
the service entrance and the different 
buildings, and to feeders within the 
buildings themselves. 


Washday Along a Venezuelan Pipeline 


This model home laundry in Venezuela seems to have become disassociated 


from the rest of the house. 


The picture was taken by the International Genera! 


Electric Company's manager for the Maracaibo district, who spent some time 
as the guest of pipeline contractors who were laying a 100-mile, |6-inch oil line 
from the Gulf field at Oficina north to the coast at Puerta de la Cruz. 
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Gibson's New 
Display Panel 


Gibson asked their retail sales- 
people what type of display panel 
would help them most in selling 
their “Kookall" electric ranges. 
Here it is, attached to the back 
of a range. Frank S. Gibson is 
at the left and A. M. Cronin, Jr., 
of the Electrical Distributing Co., 
Portland, O., at right. Note arrow 
which points to "Kookall Kettle”. 


CONCO CORP. 


“Automatic Packaged Heat” is the 
title of a new sales portfolio recently 
ublished by the Conco Corporation, 
aSalle, Ill. Another interesting book- 
t is called “Coal, Oil or Gas?” in 
vhich the relative desirability of the 
three types of fuels is impartially dis- 
ussed. In addition, the company 
ave produced a whole series of direct 
ail sales helps, envelope stuffers, 
give-aways, etc. 


PLEASANTAIRE CORP. 


Two new booklets for the trade 
ave been issued by  Pleasantaire 
Corp., Washington, D. C. manufac- 
ers of unit. air conditioners. 


Wholesaling Packaged Air Condi- | 


toning at a Profit’ is one and “Re- 
tailing Packaged Air Conditioning at 


a Profit” is the other. Both contain | 


erchandising plans for selling 
window type room coolers. 


YORK OIL BURNER CO. 
“Money For You With York Heat” 


‘the title of a new booklet issued by the | 


tork Oil Burner Co., York, Pa. The 
oklet describes the factory, products 
iid merchandising plans of the company. 


SCHICK TAKING 
ON DISTRIBUTORS 


NEW YORK—A change in the methods 
t selling Schick dry shavers was in- 
wgurated today following an announce- 
ment by Kenneth C. Gifford, general 
sales manager of Schick Dry Shaver, 
ne, of Stamford, Conn., that his com- 
any is in the process of appointing 
‘lected distributors in the principal 
markets of the United States to assist 
N serving more conveniently the growing 
umbers of retailers of its electric shav- 


ra. 
The Schick company, which was the 
honeer in the electric shaver field in 
‘us country, has been selling all dealers 
irect since its first shaver was produced 
‘ years ago. From now on a large 
Majority of the dealers will be served 
“rough distributors. 
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FEATURES 


@ Hammered Finish, Non-Corrosive, Aluminum Shell 


@ Chrome Plated, Gray Iron Sole Plate Will Not Dent 
| or Scratch 


®@ Brilliantly Colored Plastic Streamlined Handle 


| @ Recessed Contact Points . . . Safe Under All 
Conditions 


@ 600 Watt, Nichrome Wrapped Element Supplies The 
Necessary, Even Heat Without Undue Waste of 
Current 


@ Detachable Heel Rest @ No Inner Packing 
| @ Concealed Safety Valve @ For A.C. or D.C. 


(( RIDES ON 


PRICED TO SET THE PACE IN 


VALUE AND CONSUMER ACCEPTANCE 


Get aboard the Steem-Electric band-wagon 
and go to town with this sensational new 
low priced “Pace-Maker” model. Now for 
the first time every housewife can enjoy the 
magic performance of a genuine Steem- 
Ppt cll Electric Steaming Iron because it costs no 
Y OF STEAM ) more than an ordinary iron. 
tig 4 “Steem-Electric” pioneered the household 
WH steaming iron . . . Backed it with a nation- 
NO BURN! wide advertising campaign and today it is 
NO SCORCH! @ “Best Seller” in leading department, hard- 
ware, electrical and speciality stores. The 
NO SPRINKLE! hundreds of thousands sold annually made 
this new low price possible. 


LEADING NATIONAL MAGAZINES WILL FEATURE LARGE ADVERTISEMENTS ANNOUNCING THIS 


\ 


ELECTRIC 


\ atG.us PAT. OFF. 


The first advertisements announcing the sen- 
sational new low priced “Steem-Electric Pace- 
Maker” will appear in the “American Weekly” 
Sunday, May 5th and “Woman's Home Com- 
panion”. Your order now guarantees delivery 
in time to share in the demand. 


Our sales representatives and jobbers are ready to serve 
you... if you don't know who they are in your territory 
. write direct for complete information. 


STEEM-ELECTRIC CORPORATION 
ST. LOUIS, MO. 


+ 
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NAVIGATOR — A trim nautical 
model. Brown plastic case. Gold- 
colored nw and trimmings. Ivo- 
ry dial. Model 3H-98. List, $5.95. 


GALLANT — A smart, Gold-col- 
ored Alarm clock. Popular easel- 
type frame. Cream and Brown 


dial. Model 7H-112. List, $7.95. 


. NEW HOSTESS—A modern, Tan 
and Gold-colored plastic Wall 
clock ideal for Dinette, or Living 
Room. Model 2F-02. List, $5.95. 


JULEP — An attractive Alarm in | 
a Jet-like case of gleaming Black | 
plastic. Ivory dial with Black nu- 
merals. Model 7H-80. List, $5.95. 


DOMESTIC —A brilliantly styled 
Kitchen clock. Available in Ivory, 
Green, White, Red. Chrome trim. 
Model 2H-10. List, $4.95. 


ORPHEUS — An exquisitely de- 
signed Alarm clock with distinct- 
ly feminine appeal. Gold-colored 
case. Model List, $6.95. 


GARCON—A new Wall clock tor 
Living Room, Den, or Dinette. 
Bronze-colored case. Gold-colored 
dial. Model 2H-08. List, $3.95. 


MORNING GLORY — Beautiful 
Gold-colored Alarm. Model 7H- 
106. List, $5.95. With illuminated 
dial. Model 7H-106-K. List, $6.95. 


EIGHT NEW CLOCKS BY GENERAL ELECTRIC 
STYLED and PRICED for TURNOVER and PROFIT! 


Speed up your clock sales with these smartly designed and attractively 
priced General Electric Clocks. In timekeeping, they're the last word— 
in turnover, the first!!! So place your order now for your sample 
requirements of these new models. There's a wholesaler near you who 
stocks them. If you do not know his name, please write us direct. 


General Electric Company, Appliance and Merchandise Dept., Bridgeport, Conn. 


(Slarling Clocks by 


GENERAL { ELECTRIC 
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| equipment second and third place. 


Where Electricity Is High Or Cheap 


[__] UNDER $350 
$350 To $400 
$400 To $450 
10 $500 
ano over 


100 KILOWATT HOURS 


Publication of the pamphlet "Average Electrical Bills for 1939" by the Federal 


Power Commission, Washington, reveals 


that 25 kilowatt hours in residential 


service costs the U. S. citizen an average of $1.53 or 6.1 cents per kilowatt-hour. 
A hundred kilowatts cost him $4.22 on the average of 4.2 cents per kw.-hr., and 
250 kw.-hr. costs him $7.60 or 3¢ per kw.-hr. 

The foregoing map shows the average price of 100 kw-hr. which represents a 
good normal electric bill. Washington, California, Tennessee and Michigan are 
dirt cheap. Illinois, Wisconsin, Missouri, Ohio, Alabama and South Carolina are 


low. 
costly electricity. 


New Mexico, Arizona, Wyoming, Arkansas and Florida have the most 


Where a family uses 250 kw-hr. per month Alabama, Georgia and Wisconsin 
join the low cost states. Kansas, Texas, Mississippi, North Carolina, Pennsylvania, 
New York, Maine, Kentucky, West Virginia and Connecticut also favor this 
grade purchaser. Electric bills for this category are highest in New Mexico, 


One Family in Four 
Buying on Installments 


NEW YORK—tThat the number of 
families buying furniture and houseiur- 
nishings on the installment plan was 
larger than the number buying automo- 
biles was revealed last month by the na- 
tional study of Economics Research, Inc., 
1819 Broadway, New York City. Auto- 
mobiles ranked second in popularity and 
electrical equipment ranked third. How- 
ever, the dollar volume of automo- 
biles exceeded that of the other two 
classifications. 

The survey showed that families which 
most frequently use time payments are 
those in the $1,750 to $2,000 a year group. 
One third of this classification buy on 
time. Less than 10 per cent of the lowest 
income group having annual incomes of 
less than $250 buy on time. 

Above the $2,000 level automobiles 
rank first with furniture and electrical 


Among families with incomes of $5,000 
to $20,000 a year only 15 per cent buy 
anything on time. 

The groups with $1,000 or less income 
favors furniture, radios and electrical 
equipment in its time buying. In the 
$1,000 to $1,750 class furniture, refrigera- 
tors and radios rank in_ respective 
popularity. 


No More 6%, Advertising, 
Finance Companies Told 


WASHINGTON, D. C.—Cease and de- 
sist orders on the use of the words “6 
per cent” in connection with installment 
payment plan of purchasing automobiles 
have been issued by the Federal Trade 
Commission against General Motors Cor- 
poration and its subsidiaries, and against 
Ford Motor Company. 

Witnesses testified that it was their 
impression that the term “6 per cent” 
meant 6 per cent simple interest per 
annum. 

As actually carried out, the Commis- 
sion found, the 6 per cent plan was com- 
puted by multiplying the unpaid balance 


on the car purchased by 6 per cent in 
cases where the balance was to be paid 
in monthly installments over a period of 
one year. If for a shorter or longer 
period the charge was one half of 1 per 
cent a month, so that for a period of 
18 months the multiplier was 9 per cent 
and for 24 months it was 12 per cent 


Westinghouse World's Fair Exhibit 


Albert P. Craig, Jr., has been ap- 
pointed Director of the Westinghouse 
Exhibit at the New York World's Fair 

Mr. Craig was Assistant Director of 
the Company's World’s Fair activities 
in 1939. He had charge of all sales 
of Westinghouse electrical equipment 
to the Fair and exhibitors, a total of 
over $1,600,000. Mr. Craig succeeds 
E. H. Sniffin, retired, both as Exhibit 
Director and as a member of the Exec- 
utive Committee of the Air Exhibitors 
Association. 


CHARLES POWELL 


Graybar 


Effective January 5, 1940, Charles S. 
Powell’s appointment will place him_™ 
charge of the Boston District, which 
includes the branch houses of Provi:ience, 
R. L, Worcester, Mass., and Spring field, 
Mass. He will make his headquarters 
Boston. 
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QUEENSBORO GAS & ELECTRIC 
APPLIANCE CO., WOODSIDE, N. Y. 


-cuts average range 
selling time 25%! 


@ ‘Last year we streamlined our selling 
tactics’’, says Geo. Byrnes, Partner. ‘‘We 
caught prospects’ attention early in the 
sale with the Wilcolator Warranty Bond 
...and held it by hammering home 
Wilcolator Oven Control economy, accu- 
racy and efficiency. Prospects were already 
‘half-sold’ when the talk turned to other 
range features. Wilcolator helped me sell 
765 ranges last year. . . and, in addition, 
I figure this method of selling cuts time 
of the average sale about 25%.”’ 


You, too, can secure better attention 
from prospects, cut selling time and close 
more sales by featuring Wilcolator Oven 
Controls in your selling. 

Write for as many Wilcolator Warranty 
Bonds as you need for the Wilcolator 
equipped ranges on your floor. Then watch 
this proven selling aid go to work for you, 
helping you close more sales... faster. 


THE WILCOLATOR COMPANY 
NEWARK NEW JERSEY 


Controls have been used in _Wilcolator quality features. ve the 
domestic cooking ranges. Wilco- mer these features home to every 
prospect... and watch the 
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EASY Ironers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Easy Porta-Matic and 4 table 


automatic cord 
table top: Model 240 


similar to 140 without 4-har clethes 


% 
rack and 3-panel cabinet. Model 340 
ibine model has 2 speeds, 3 heats 
Model 440 equipped with standard 
ntrol; 3-way heat control 
dels all-white finis! 


April, 1940 


HOOVER Cleaner 
The Hoover Co., North Canton, O. 


Device: Model 60 Cleaning Ensemble. 


Selling Features Motor hood is about 
1} in. lower than previous models for 
greater adaptability in cleaning under 
low-built furniture; main body alumi- 
num cast finished with dark brown 
wrinkle e1 greater quietness 
achieved muffler at 
cleaner exhaust and other mechanical 

refinements; standard equipment in- 

cludes cloth bag—but an adaptor is 
provided for using Hygienisacs— 

Fibrefelt enclosed in rayon zipper bag ; 

Nylon rug vibrator brushes outlast 

horsehair bristles previously used; 

finger-tip handle control; newly-de- 
signed Rug Vibrator makes possible 


means of! 
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Price Cleaner alone $82. 


“Air-Cushioned Vibration” combining 
3 fundamental cleaning principles of 
beating, sweeping and suction; series- 
universal motor with U-type single 
coil field, mounted vertically ; molded 
plastic motor case and hood; dirt 
finder lamp enclosed behind molded 
no nozzle adjustment re- 
quired—nozzle is maintained at 
proper height for maximum cleaning 
efficiency regardless of thickness of 
rug; a plug-in tool connector at side 
otf machine for convenient use of 
tools; tools, in Handy cleaning kit, 
tor all dusting purposes; swivel joints 
and positive locking connections. 


glass lens; 


Cleaning 


tools $16.50.—Electrical Merchandis- 
i April, 1940. 


BENDIX Washer 


Bendix Home Appliances, Inc., 
South Bend, Ind. ; 
el: Utility model for low priced 
washer market. 


ling Features: Almost identical in 
appearance with Standard model and 
of same capacity as Standard and 


yinal DeLuxe model: washes, 


rit damp-dries in same manner 
as higher priced models—chief differ 
ence between lower priced machine 
and its predecessors is that the latter 
are fully automatic and the new Util 


ity model is manually controlled for 


the various washing, rinsing and 


damp-drying cycles. 


e: $99.50.—Electrical Merchandts 


ng, April, 1940 


FRIGIDAIRE Range 


Frigidaire Div. General Motors Sales 
Corp., Dayton, O. 


Vodel: New low priced model B-10—40. 


Selling Features: Full size twin-unit 


oven; high speed broiler; regular 
speed-heat units with 5-heats ; Therm- 
izer cooker; l-piece stainless porce- 
lain cabinet; l-piece stainless porce- 
lain working top; silver contact 
switches; armored wiring. 


Price: $99.75 in Zone A.—Electrical 


Merchandising, April, 1940. 


Device: 


KELVINATOR Ironers 


Kelvinator Div. Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: 89-D, deluxe cabinet model 


with porcelain enamel table top: 
69-D, semi-de luxe model with baked 
enamel table top; 59-D similar to 
69-D without table top and portable 
model 30-D. 


Selling Features: Portable 30-D_ for 


low-income families has 21 in. shoe, 
5 in. diam., weighs 25 lIbs.: thermo- 
stat acts as “on” and “off” switch for 
heating element and controls temper- 
atures for best ironing results; shoe 
tilts back for steaming; pilot light 
glows when current is on; finger-tip 
press control and foot-pressing con- 
trol can be moved to any desired 
position, 

Standard models 59-D, 69-D and 


89-D fully automatic; 26 in. roll, 6 
in. diam.; double open-end; chromium 
plated shoe has special ruffler plate 
on each end; white baked enamel 
steel] table with 1 fold-down shelf; 
selective knee and ftinger-touch but- 
tons control shoe operation; 69-D 
cabinet matches baked enamel table 
top; 89-D equipped with new 2-speed, 
rubber-mounted oversize motor; 2 
thermostatic controls to permit ad- 
justment of heat from 250 to 450 
degs. — Electrical Merchandising, 
April, 1940. 


v 


NESCO Roasters 


Nationa! Enameling & Stamping Co., 270 N. 


12th St., Milwaukee, Wis. 


No. 9145 De Luxe automatic 
roaster with built-in automatic time 
clock. 


Selling Features: Time clock easy to 


use—simply set for hours cooking is 
to start and to stop—automatic time 
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time clock in conjunction wit! ther. 
mostat and signal light contr] 
the rest; 20 qt. capacity; other fe, 
tures are Dial Cover Raising Contr 
for easy raising and lowering cove; 
keeps it in 1 position if desire 
special Dial Browning Vent on cove; 
marked for all kinds of cooking 
double shell insulated cover chromiy; 
exterior, stainless steel interior ; whi 
baked enamel finish with black x 
chromium trim; removable porcelg 
enameled cooking well; automa: 
thermostat with signal light contro}: 
standard equipment includes 4-pos 
tion, adjustable wire bake rae} 
heavily tinned cookie sheet, cord s 
and 24 page recipe book; accessor; 
include cast aluminum broiler-gridd 
3-piece porcelain enameled cooking 
set and a cabinet to holder roaster 
Other models in line include N 
8845 De Luxe, same as 9145 with 
clock: No. 9037 Master Automat 
same as 9145 with 18 qt. capacit 
single shell stainless steel cover: \ 
8937 Master, same as 9037 with: 
clock; No. 8734 Standard same 
9037 without clock and with polis! 


aluminum cover, and slide ty 
browning vent; No. 9736 De Lu 
oval with double shell insulated cover 
12 qt. capacity, without clock 
cover lift and with slide type brow 
ing vent. 

2 new Casseroles are also offer 
No. 7014, 6 qt. oval and No. 42! 
23 qt. round. A steam cooker, \ 
41004 is made to fit the No, 42! 
round casserole.—Electrical Me) 
dising, April, 1940. 


APEX Washer 


Apex Rotarex Corp., Cleveland, 0. 

Model: No. 364. 

Selling Features: 22 gal., white v! 
reous procelain tub, dome-shape 
rolled-in edge with washboard side 
and patented quick-drain bottom: 
Ibs. clothes capacity; 3-vane, 
num Spiral Dasher; new style pa! 
type chassis; Apex long-life “Ire 
running” mechanism; } h.p. motor 
intermittent type self-emptying, ™ 
tor-driven pump; Apex-Lovell wring 
with finger-tip roll control lever 
safety-guard position control prevent 
moving of wringer while rolls are! 
motion, also prevents rolls operatie 
unless wringer is locked in station 
ary position; balloon type, han -ma¢ 
rolls; chrome release bar and drat! 
boards; other models in 1940 Ap 
Speedliner line are Nos. 360, 301 a 
363.—Electrical Merchandising, Ap"! 
1940. 
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APEX Ironer 


Apex Rotarex Corp., Cleveland, O. 
518-C. 


lling Features: Adjustable bimetallic 

"disc type thermostats—2° located at 
either end of shoe, afford more posi- 
tive control of heat; another feature 
is introduction of 2 speeds to the 
floating roll—fast speed for normal 
ironing and slow speed for beginners ; 
drop back type, white vitreous por- 
celain table top; folding end shelf 
at either end of ironer; dual switches 
for shoe heat and motor; safety con- 
trol, red light signal when heat is on; 
conveniently located knee and finger 
tip controls.—Electrical Merchandis- 
ing, April, 1940 


NUTONE Door Chimes 


NuTone Chimes Inc., Third & Eggleston 
Ave., Cincinnati, oO. 


Models: “Musical Door Knocker” 
non-electrical door chime for apart- 
ments and an electrically operated 
2-door model. 
llng Features: 2-door model may be 
onnected to sound a single note for 
lobby and 2 notes for individual apart- 
ment making it easy to distinguish 
between lobby and apartment signals; 
operates on 8 to 10 volt bell trans- 
lormer or dry cell battery; suitable 
= installation in foyer, hall or 
itchen; stippled ivory, bronze or 
white enamel to harmonize with any 
lecoration; 74 in. wide, 4 in. high, 
3 in. deep with decorative grille at 
top and bottom. 
_Non-electrical “Musical Door 
Anocker” designed to serve one door, 
perates by hand—turn of operating 
andle mounted outside door on cen- 
ter panel sounds 2 chime notes; 
horizontal tone bars facing each with 
striker suspended between and con- 
nected to operating handle; chime 
box finished in ivory, bronze or 
white; 6% in. high, 4 in. wide, 28 in. 
leep; operating handle set on brass 
Colonial escutcheon plate or round 
drass plate available with Allen head- 
ess set screw. 

12 other models in line include 
NuTone Time-Chime—combination 
Telechron self-starting kitchen clock 
and 2-door NuTone chime.—Electri- 
al Merchandising, April 1940. 


G-E Water Heaters 


General Electric Co., Appliance & Mdse. 


Dept., Bridgeport, Conn. 


Models: G101A round type and G189A 


square water heaters. 


Selling Features: Round heater has 10 


gal. capacity; designed to fit under 
work surface in kitchen or for use 
with G-E dishwasher; white finish; 
galvanized copper bearing steel tank; 
174 in. diam; 31 in. high. 

Square heater, 18 gal. capacity; 
21 in. wide, 224 in. deep 36 in. high 
designed for installation next to G-E 
range or other standard-height appli- 
ance or cabinet; backsplasher can be 
supplied as accessory; white finish; 
galvanized copper bearing steel tank. 
—Electrical Merchandising, April, 
1940. 


CROSLEY Ranges 
The Crosley Corp., Cincinnati, O. 


Models: DeLuxe M840, Divided Top 


M835, and Apartment model M830. 


Selling Features: 1-piece seamless top; 


Chromalox super-speed units, each 
with 6-heat control switches and 
Chromalox Heat Flo units with 5- 
heat switches; all ovens are 17 in. 
wide, 15 in. high and 20 in. deep, 
equipped with latest type indicating 
thermostat for accurate, automatic 
heat control. 

DeLuxe model M840 has two 64 in. 
and one 8 in. Super-speed units, a 
built-in 6 qt. deep well cooker, all 
controlled by separate 6-heat switches ; 
appliance outlet; heat distributor 
over bottom oven unit, smokeless 
broiler grille, 3 utility drawers and 
toe-room base; combination lamp, 
clock, timer and minute minder avail- 
able at slight additional cost. 

M835, has 1-piece divided top with 
two 64 and one 8 in. Chromalox 
Heat-Flo units, built-in 5-qt. deep 
well cooker, all controlled by 5-heat 
switches and an appliance outlet; 
oven same as M840 with smokeless 
broiler pan and large utility drawer. 

Apartment model M830 has 3 
Chromalox units and controls same 
as M835 and an appliance outlet.— 
Electrical Merchandising, April, 1940. 
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SANDUSKY Washer 
Holland Rieger Corp., Sandusky, O. 


Device: Sandusky portable washer. 
Selling Features: 


2 lbs. capacity ; double 
wall heat retaining construction with 
porcelain enamel on seamless steel 
tub; weighs 35 lbs. without wringer ; 
4-blade, 1-piece aluminum agitator; 
fully enclosed gear case with steel 
cut gears running in oil; full power 
induction type motor with direct 
drive to mechanism; 19 in. high, 15 
in. diam; all white exterior; white 
porcelain tub; detachable wringer has 
13 in. rolls with adjustable pressure. 
—Electrical Merchandising, April, 
1940, 


v 


WESTINGHOUSE Ranges 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: Chieftain and Diplomat. 
Selling Features: Chieftain designed to 


meet demand for range fully skirted 
to floor in $100 price class; divided- 
top with three 5-speed Corox units; 
5-speed Economy cooker; balanced 
heat oven with single dial control; 
all porcelain finish and black hardware 
and switch knobs, Diplomat is full- 
sized range with 3 storage drawers, 
one can be equipped with warming 
element; three 5-speed Corox units, 
5-speed Economy cooker; full-sized 
balanced heat oven with ‘single dial 
control; oven Signalite and platform 
light, labeled switches and _ black 
knobs. 


Price: Chieftain, “in $100 class”; Dip- 


lomat, at a zone 1 price of $129, 75.— 
Electrical Merchandising, April, 1940. 


v 


KELVINATOR Water Cooler 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: B-3 bottle-type cooler, 41% in. 


high, 184 in. wide and deep; cools 
3 gal. water from 90 to 50 deg. per 
hr.—Electrical Merchandising, 
April, 1940. 


KELVINATOR Refrigerators 
Nash-Kelvinator Corp., Detroit, Mich. 


Device: New low-priced 6% cu. ft. re- 


frigerator at suggested price of 
$114.75 east of Rockies, available in 
Kelvinator and Leonard lines—Kel- 
vinator model SS-6 and Leonard 
model LSS-6 originally priced at 
$119.95 as lowest-priced model in 
respective lines have been increased 
to $124.95 to fit into company’s step- 
up in models. 


Selling Features: High-speed, full-sized 


stainless steel freezer with automatic 
control; 2 extra-fast freezing shelves; 
4 fast-freezing trays; glass chill- 
ing tray; automatic interior light; 
hermetically-sealed, permanently lub- 
bricated unit; acid-resisting porcelain 
interior, rust proof shelves and Per- 
malux exterior.—Electrical Merchan- 
dising, April, 1940. 


COOLAIR Attic Fans 


American Coolair Corporation, 
Jacksonville, Florida 


Model: Type “O” with built-in springs. 
Selling Features: Light, compact steel 


frame, easy to install; blade and 
motor assembly cradled in patented 
built-in springs that eliminate vibra- 
tion noise; oversize ball bearings in 
fan hub for silent, efficient operation, 
needing grease only once every 3 
years; 8 large, slowly-moving blades 
handling maximum air capacity with 
minimum noise, lower tip speed and 
steadier flow of air; V-belt drive, 
permitting use of small motor run- 
ning at most efficient speed; stream- 
lined inlet, reducing air noise and 
avoiding ‘ ‘Spill-off” at end of blades; 
individually mounted blades, easily 
repaired or replaced in event of dam- 
age; long hour service motors, rub- 
ber mounted on adjustable support— 
easily installed in windows, partitions, 
wall openings or attic vent boxes; fan 
operates in either direction to blow i in 
or exhaust at will; sizes from 26 to 
62 in. with motor sizes for each; 
other Coolair exhaust fans range up 
to nine feet in diameter with air ca- 
pacities up to 150,000 cubic feet per 
minute. — Electrical Merchandising, 
April, 1940. 
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NEW MERCHANDISE 


AIRTEMP Room Conditioner 
Chrysler Corp., Airtemp Div., Dayton, O. 
Device: Airtemp h.p. Cool-Breez. 
Selling Features: Cools, dehumidifies, 
filters and circulates air; 364 in. wide, 
18% in. deep, 384 in. high; stale air 
exhaust; ventilates all year ‘round; 
replaceable type filter; 4-cylinder 
direct-drive Radial Compressor ; 
direct-drive twin fans for room air 
circulation ; adjustable discharge 
grille for horizontal and vertical ad- 


justment; grained walnut cabinet 
Ww th bro mze finish trim and discharge 
grille plastic control knobs.—Elec- 
trica Ver handising, April, 1940 

v 


EVERHOT Time Clock 
The Swartzbaugh Mfg. Co., Toledo, Ohio 


Selling Features Combination timer 
and clock for use with  roasters, 
radios, and other household appli- 
ances—has a time range of 214 hrs 

Price $5.95 and $6.95.—Electrical 
Merchandising, April, 1940 


v 


WESTINGHOUSE Humichest 
Westinghouse Electric & Mfg. Co., 


Mansfield, O. 
Device: New Humichest designed to 
keep high-moisture content foods 


fresher by providing controlled 
humidity as well as proper tempera- 
tures now available in 2 new West- 
inghouse refrigerators—D-8-40 and 
D-6-40. 

Selling Features: Humichest is a self- 
enclosed compartment inside refrig- 
erator which remains constant re- 
gardless of opening of refrigerator 
door—humidity may be kept at from 


PAGE 80 


Selling Features: 


45 to 90 per cent by means of 2 
adjustable vents in back of Humi- 
chest—compartment has transparent 
glass door with rigid aluminum 
frame; excess moisture drains 
through small holes in bottom, picked 
up by air circulating around compart- 
ment and is deposited on Super 
Freezer as frost. 

In Deluxe D-8-40, Humichest has 
wire fruit basket and liftout section 
in center shelf; Dew-Drawer in both 
models for small fruit and vegetables 
requiring constant high humidity; 
white porcelain with chromium-trim- 
med front; drawer holds 104 qts.— 


Electrical Merchandising, April, 1940. 
v 


DAYTON Refrigerator 


Heinz & Munschauer, Superior & Randall 
Sts., Buffalo, N. Y. 

Model: Deluxe 8 ft. model. 

Sellng Features: Large “Speed 
Freezer” with 2-color trimmed door 
equipped with ice cube trays and 
dessert tray for ample quantity of ic« 
cubes, ice cream, etc.; blue Bede 
and trim to match blue deluxe plastic 
handles on defrosting tray and vege- 
table crisper; full-view glass covered 
crisper shows contents at glance; 
center shelves have dual position sup- 
ports; large non-refrigerated, hinged 
type compartment built into lower 
section. In addition to this Deluxe 
model Dayton provides a Super- 
Deluxe and a Special Cold Storage 
model with oversize cooling unit, to 
cover 8 ft. field —Electrical Merchan- 
dising, April, 1940. 


GALE Air Conditioners 


Gale Products, Div. Outboard, Marine & 
Mfg. Co., Galesburg, III. 


Models: DeLuxe and Standard portable 
window air conditioners. 
DeLuxe unit cleans, 
cools, dehumidifies and circulates air 
in average size room; features im- 
proved capacity—4700 Btu’s per day; 
acoustical liner deadens sound; 2- 
way switch permits unit to operate 
as circulator alone; adjustable grille 
directs airflow; water from conden- 
sation is vaporized and discharged 
outside in form of light mist. 
Standard unit, same as DeLuxe 
with slightly smaller capacity—4000 
Btu’s—and without refinements; neu- 
tral finish, chrome trim; requires no 
special wiring or plumbing. 
cal Merchandising, April, 1940. 


GE Range 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Model: BX 40. 


Selling Features: Three 5-heat Calrod 
units, two 6-in., 1250 watts and one 
8-in. 2100 watts; 6 qt. thrift cooker, 
625 watts; 2 open coil oven units: 
upper 2200/500 watts, lower 2000 
watts—4 oven positions: preheat, 
bake, full-oven bake and broil; 2 por- 
celain drip trays in oven; porcelain 
enameled broil pan; oven pilot light 
on backsplasher ; oven and large stor- 
age drawer located in center of 
range; single easily-removed alumi- 
num pan under each surface unit; 
bimetallic type oven temperature con- 
trol with finger-fit dial; black Texto- 
lite switch buttons on backsplasher ; 
white finish, built-to-floor with toe- 
cove base; all-porcelain enamel 1- 
piece body and 1-piece stain-resistant 
cooking top. 

Price: “Less than $100”.—Electrical 
Merchandising, April, 1940. 


KAUFMAN Room Coolers 


Kautman Air Conditioning Corp., 4336 W. 
Pine Blvd., St. Louis, Mo. 


Models: Type “Y” window model; and 
types “W” “A” and “B” portable 
room coolers. 

Selling Features: Type “Y” fits any 
window 21 in. wide or over; cools, 
dehumidifies, circulates air in any 
room of 1500 cu. ft.; 4 hp. heavy 
duty motor; plugs into any outlet; 19 
in. wide, 20 in. deep and 16 in. high, 
two-tone walnut finished steel cabinet. 
Type “W” room cooler will cool 
room having 2500 cu. ft. capacity; 4 
h.p. motor; cabinet 27 in. long, 15 in. 
wide, 349 in. high. Type “A” cools 
room 4000 cu. ft.; cabinet 34 in. long, 
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174 in. wide 41 in. high; 3 } 
motor. “B” model cools room iy 
cu. ft. capacity; cabinet 39 in. Jon 
174 in. wide; 43 in. high: | 
motor. All units have cleanalile ; 
per wool air filter; rust-proof co: 
densation fan with stainless steel ryy 
proof shaft; fire-resisting acc 
material and rubber vibration damp. 
eners to reduce noise.—Electricy 


Merchandising, April, 1940. 


STEEM-ELECTRIC Iron 


Steem-Electric Corp., 1720 Latayette Ave. 
St. Louis, Mo. 


Model: “Pace-Maker.” 


Selling Features: Hammered _ finish 
non-corrosive aluminum she]! 
chrome plated, gray iron sole plate 
colored plastic streamlined han 
pee recessed contact points ; 600 watts 

c.-dL.c. ; detachable heet rest; 
packing ; concealed safety valy 

Price: $6.95.—Electrical Merchandis. 
iny, April, 1940. 


SCHICK Shaver 


Schick Dry Shaver, Inc., Stamford, Conn. 


Device: “Captain model has been 1n- 
cluded in new “Dressing Room Kit 
similar to kit featuring “Colonel” 
“Captain” kit, in addition to shaver 
equipped with “Whisk-it” embodies 
leather case with mirror, comb and 
small compartment for studs and 
personal jewelry. 

Price: $15.70 less $2.75 trade-in allow- 
ance on any old shaver until June 15 
—Electrical Merchandising, 
1940. 


BROILKING Broiler 


International Appliance Corp., Metropoliten 
& Morgan Aves., Brooklyn, N. '. 


Model: Broilking No. 400. 

Selling Features: Has 125 sq. n broil- 
ing area; 16 in. long, 10 in. vide, / 
in. high; chromium plated wit: blac 
Bakelite trim; chip-proof p 
enamel drip pan; automatic he. t ie" 
cator; 1000 watts high, 450 watt 
low; weighs 13 lbs. packed. 

Price: $13.25.—Electrical Merc andis 
ing, April, 1940. 
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AIRE 


the COMPLETE line of 


Cylinder- 
Type 


VACUUM 


Magic-Aire Hangar 
—for storing attach- 
ments — given with 
Models 178 and 179 
—helps you sell up! 


CLEANERS 


MODEL 160-A 


MODEL 178 


HERE'S A MAGIC-AIRE Cleaner that fits your 
exactly—because Magic-Aire offers 
a complete price range from which to choose. 
Each one of these high-powered, cylinder-type 
cleaners has plenty of high-powered sales magic— 
it’s priced to move fast, and it does! Attachments 
are complete—designs and performance out- 


standing. Mail coupon for complete information. 


Retail prices start at $39.50 


..Made by One of the World’s Largest 


Manufacturers of Vacuum Cleaners 


MAGIC-AIRE, INC., 1734 IVANHOE ROAD, CLEVELAND, OHIO 


Send me at once full information on Magic-Aire’s complete line of 
cylinder-type cleaners and Spring sales-promotional program. 


Name 


Company 
Address 
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STAINLESS COOKING WARE 
SELLS LIKE HOT CAKES... 


on 


| 
} 
| 
| 
| 
| 


@ Hot cakes sell best where people can see 
them .. 
an idea that smart merchants everywhere | 


. right on the stove. And therein lies 


are making money with. 

A woman who is buying a new range 
is right in the mood for a set of bright new 
cooking-ware to go with it. Especially when that cooking-ware is made 


of stainless steel, which she /ikes, and carries the famous Armco label, 
which she knows. 

Cooking-ware of solid Armco Stainless is long-lasting. Neither time 
nor food acids will dull its gleaming finish. Its hard, smooth surface stub- 
bornly resists scratching and denting. 

Try this tested selling idea in your store, and see if the big sales don’t 
make the smaller ones come easy. For more information about this effec- 
tive sales help, write us; we'll be glad to help you get started. The American 
Rolling Mill Company, 891 Curtis Street, Middletown, Ohio. 


@ Flatware of Armco Stainless Steel is a natural 
quick seller when placed beside the cooking-ware. 
Easy to clean—permanently beautiful—easy to sell! 


G-E Room Coolers 


General Electric Co., Air Conditioning Div., 
Bloomfield, N. J. 


Models: FB-70 console, FB-50 console 
and FA-50 window type. 

Selling Features: FB-70 console, 2 h.p. 
model has cooling capacity of 8,000 
Btu, maximum air flow of 280 cfm. 
FB-50 4 h.p. console has 6,000 Btu 
cooling capacity and 200 cfm air 
delivery. Both consoles feature mod- 
ern styling of dashboard-type control 
panel; pilot light indicates when fan 
and compressor is running; switches 
marked “fan”, “cool” and “fresh air” 
control various functions of unit; a 
place for built-in thermostat and time 
switch available as optional equipment 
is provided; turn of control dial 
changes damper arrangement making 
it possible to have an air supply of 
100% fresh air or 10% fresh and 
90% recirculated air. Window-type 
4 h.p. model has 5,000 Btu capacity; 
plugs into light socket; motor, com- 
pressor, and condenser fan are housed 
in part of unit which is outside win- 
dow, reducing noise; acoustically 
treated air passages also contributes 
quietness ; new specially designed G-E 
motor operates with capacitor start 
and run; cabinets styled in modern 
lines with exteriors finished in wal- 
nut and antique leather over steel 
backing.—Electrical Merchandising, 
April, 1940. 


CHELSEA Attic Fans 


Chelsea Fan & Blower Co., Inc., 370 W. 

15th St., New York City 

Model: Type “E”. 

Selling Features: 1-piece streamlined 
venturi orifice redesigned 4-blade pro- 
peller operates at lower speed; ball- 
bearing type motor specially designed 
for attic fans; 1l-piece steel frame; 
7 sizes ranging in air delivery from 
5,000 to 25,000 cfm, gray finish with 
red propeller with polished aluminum 
hub cap.—Electrical Merchandising, 
April, 1940. 


DELCO DE LUXE 
16° FANS 


PRODUCT OF GENERAL MOTORS 


The Line of Delco 
Fans for 1940, of which 
the Delco Deluxe is a 
style and sales leader, 
is so varied and so com- 
plete it offers a fan to 
solve every cooling and 
ventilating problem of 
home, store, office and 
factory. 


1940 FAN PROFITS 


will depend on your ability to 
promptly supply your customer 
with exactly the type of fan 
needed, and you will be able to 
do this with Delco Desk, Pedestal, 
Ceiling, Exhaust and Ventilating 
Fans, the wonderfully effective 
Delco Aircirculators and the Delco 
Northeaster Desk and Ventilating 
Fans which are the leaders of the 
low price field. 


Send for the 
1940 Catalog 


—and see for yourself how easy 
it is to solve every cooling and 
ventilating problem when you sell 
Delco Fans. Get all the details 
and learn about the displays, 
posters and folders Delco pro- 
vides to help increase sales and 


profits. 


DELCO APPLIANCE 
DIVISION 


GENERAL MOTORS SALES CORPORATION 


ROCHESTER, NEW YO 
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The Old 


Salesmaster 


Puta blow. 
t Withou; 


torch to j 


THEN IT SHOULD BE 
PORCELAIN ENAMEL” 


“Listen, son—put yourself in the position of the man who owns apartments. 
. 

ITS He has to keep his apartments rented. And when a tenant moves out he wants 
his property left in good shape for quick re-rental. 


lity to 

stemer “OK ... you get the point. Sell him the all-porcelain refrigerator or range. 
Bg That’s the finish that will remain fresh, new, clean, lustrous—regardless of 
destal, abusive tenants. Sure, the surface may be dirty. But—so what? A little soap and 
tilating water—and presto—the original glistening whiteness is still there just like it was 
— when on the sales floor. Never a stain, burn or discoloration. 

a “You see, porcelain enamel is made by virtually fusing molten rock on special 


steel. It is flint hard and steel strong. It can’t fade or discolor. You could leave 
a dozen live cigarettes on the top of an all-porcelain box, or you could spill a 
quart of iodine over it—and pfft!—not a blemish. Porcelain enamel is the life- 
time finish. It will retain its lustre as long as the apartment stands up. It is the 
J finish that helps sell new tenants for apartment owners, and repeat customers 
for retailers. And remember, son, the all-porcelain appliance usually carries a 


COCEIS4 


higher mark-up. It is the profitable finish to sell.” ° “CObtnwedsy 
PORCELAIN ENAMEL INSTITUTE, Inc.| 


612 North Michigan Avenue * Chicago, Illinois 
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Announcing Nesco’s Electric Roaster line for 1940... with epoch-making sales features that include... BUILT-IN 


AILWAUKEE, WISCONSIN 


AUTOMATIC TIME CLOCK, Insulated Cover, and Dial Cover Lifting Control. Write today for catalog and prices. 
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RUSSELL Ozonator 


Russell Electric Co., 340 W. Huron S$t., | 
Chicago, Ili. 


Device: Ozone generator for electri 
fans. 

Selling Features: Adjustable clamp t 
attach to circulator fan or to wal! 
cylindrical chromium plated unit 
in. long 34 in. diam.; plugs into 11) 
volt a.c. outlet; consumes less tha 
10 watts; best adapted for use wit! DEL 
large circulating fans, air condition 
ing units, blowers which permit ozone 
to be drawn into air stream and 
diffused throughout rooms; capacity 
40 centimeters of ozone per hr 7 
deodorizes by oxidation.—Flectrica | 
Merchandising, April, 1940. o 


SCOTT-NEWCOMB Oil Burner 


Scott-Newcomb, Inc., 1922 Pine St., 
St. Louis, Mo. 


Device: New pressure type oil burner 
EMB. 

Selling Features: Will burn #3 or #4 
oil down to less than 4 gal. per hr 
without nozzle blocking and will burn 
from 4 gal. to 3 gal. of #3 oil per 
hr. without change of nozzle, periect 
atomization of oil can be had through 
entire burning range; nozzle orifice 
is equivalent in size to 3 gal. per hr 
pressure oil burner.—Electrical Mer- 
chandising, April, 1940. 


v 


MAZDA Photofiood Lamp 


General Electric Co., Incandescent Lamp 
Dept., Nela Park, Cleveland, O 


Device: Self-reflecting Photoflood !amj 
with black neck. 

Selling Features: R2 500-watt Mazda 
photoflood now has black ©) aque 
coating on outside, extending for 2 i”. 
from lamp’s base to point b: yond 
lamp’s interior aluminum refi cting 
surface to prevent stray light ‘rom 
escaping. — Electrical Merchand sing, 
April, 1940. 
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THIS SURVEY, COVERING 17 SMALL APPLIANCES, SHOWS THAT 


re" A 39% OF WOMEN INTERVIEWED 


er he. They live right in your territory — hundreds and thousands X 4 
lectrica 
— of them — those women who want Electric Roasters next. 
Show them exactly how the Electric Roaster works — what NATIONAL ADVERTISING 
it will do— how much they will benefit from using it... baa 
i ! 
then ring up the sales on your cash register! The three-year program started by The Modern Kitchen 
Bureau in 1939 carries on in 1940. Leading roaster manu- 
facturers have increased their national advertising . . . and 
roaster advertising during the year will appear in Saturday 
Evening Post, Colliers, Life and leading women’s magazines. 
Th he Electric R “able. 
Remember that the Electric Roaster, because of its Jow unit story — reach the able 
to-buy” families in your territory — sell the use of Electric 
price, appeals to al] income classes. R 
oasters to your prospects. 
Remember, for a small, easy -to-sell appliance, the Electric 
— Roaster does pay a EX per-sale profit. Most Utilities are behind the Electric Roaster with a real 
ni push-and-pull campaign. And no wonder! The Electric 
e 


Roaster helps the Utility to sell more electric service in 
a TWICE AS une > SF CHANCES 10 SELL the higher rate brackets — and to low-use unsold customers. 
Just as YOU can boost YOUR profits with Electric Roasters, 


Ad 2 so can the Utility add thousands of dollars in profitable 


yer hr 


rill burn For every one toaster or vacuum v.. prospect, you have net revenue. Team up—and pull together . . . it pays! 
ol per 

ot two Electric Roaster prospects. Only thirty out of every 

oe thousand wired homes now own Electric Roasters! THE MODERN KITCHEN BUREAU, 420 Lexington Ave., New York, N. Y. 
orince 


per hr 


al Mer- 


UTILITY EXECUTIVES! GET GREATER NET REVENUE FROM INCREASED PROFITABLE LOAD! 


imp 
+ Lamp 
1 lam 
Mazda 
oy aque 
for 2 in 
b ond 
efi. cting 
ht ‘rom Electric Roasters Electric Roasters Electric Roasters Electric Roasters Electric Roasters 
na sIm move low-use customers over use current at high blocks rank fourth as load-builders _require not one cent of added rank fifth among appliances 
onto the profit side. in rate structure. among all home appliances. capital investment for utility. retailing for $20 or more. 
ISiNG 


ELECTRICAL MERCHANDISING—APRIL, 1940 PAGE 85 


\ 
4 
ron St., peste pe 
wor 
lamp t 
wall 
unit 
into 
ss tha 
sine ! BOOST YOUR PROFITS WITH EASY-TO-SELL ELECTRIC ROASTERS 3 
it ozor 
) 
| | 
4 


air; open cabinet construction doe 
not eliminate light — transpar 
spacer plates provided for large wi 
dows; mountings available tor 
or bottom sash installation and perm: 
window to be raised or lowere:! wit 
) out removing fan; pedestal mo 
To ith CONSUMER TRENDS available for commercial applicatic: 
cope *. in stores, offices, etc.; Ivory enan 
bad finish with chrome trim; ecuip; 
with 4 h.p. rubber mounted mot 
Where specifications and inspection may provides 3500 cy 
set up to insure @ product o develop a solid basis of fact upon Price: “Less than $50.”—Electri . 
high quality in manufacture and which to make their sales appeals. BRANNON Food Service Merchandising, April, 1940. 
performance, E.T.L. provides a tag Cabinets ade 
or label, certifying conformance. E.T.L. maintains ins i 
Notable examples are RLM Reflec- ale which nen aap, Herbert Brannon, Inc., 16595 Inverness Ave., v Sellir 
tors, now a standard for industrial tions of the United States. The Detroit, Mich. cat 
lighting—and the LE.S. lamp which services of this important force may Device: Food Service Cabinets that act 
is enjoying a tremendous sale to be called upon for inspections and operate on dry electrical heat—no pe! 
the public. ae sar aay lighting tests at producing plants, or for water is required. - 
to be sold, of under Selling Features: Heat wells controlled au 
service conditions, or for final tests by thermostats; cabinet tops are sta 
6) Where no specifications exist, of products after installation. arranged for two 4 qt. covered round hor 
F.T.L. can serve where a group insets, one 34 qt. rectangular inset 
of responsible producers associate In addition to electrical tests and a surface burner unit as illus- - 
themselves to adopt standards which and in many cases associated trated; another model has top 
call for the best quality commer- with them, are the services of arranged for three 4 qt. round insets Al 
cially attainable in the present state ae I ant a me- and surface burner; and another has 
of the art. E.L.T.’s service is to as- chanical laboratory and photome- four 4 qt. round insets, one switch . 
sist in preparation of standards, trie division. controls the 2 round insets, another HOTPOINT Replacement Units 
specifications and test procedure. the rectangular inset and surface 
is available The new E.T.L. Building makes burner has its own switch; total wat- Inc 
entific Services to Cooperative Com- provision for private laboratories tage 1320, 110 volts; cabinets avail- a 
petitors”. on yearly or monthly lease. Here able in several finishes: an all painted Device: 1940 Calrod replacement unit 
= : products may be developed under model; a painted cabinet with stain- Selling Features: Available in 2 type: 
Advertising agencies and sales lock and key and those in charge less top as illustrated; a painted cabi- “Hi-Low” and “Equal Wattage 
© organizations find at E.T.L. a may take advantage of all E.T.L. net with porcelain enameled top; an utility and giant sizes; 3-heats; “H 
fact-finding service where research, facilities. all-porcelain enameled model; and Low” units may be used on 
an all stainless steel model.—Electri- ranges equipped with load-balanci: 
cal Merchandising, April, 1940. switches; 2 coils of unequal wattag ; 
ELECTRICAL TESTING LABORATORIES and voltage deliver 1250 watts hig 
and 170 watts low. “Equal Wattag: 
East End Avenue at 79th St., New York City units have 2 coils of equal watts, 11() 


Executive problems and 
procedures simplified .. . 


watts high, 275 watts low; may 
used on all types old ranges inclu(- 
ing those equipped with 2-wir 
switches; 1-piece polished aluminw 
reflector pans. 


\ 
Price: $7 for utility size; $9 for giant _ 
with the aid of this new, carefully-planned, and authori- Selli 
tative McGraw-Hill Library. A complete, practical | in 
home-study course and reference library in successful 
| rary ss co 
modern business management essentials and methods. ANKER-KUSHINS rit 
W. N. de Sherbinin Adapters, Inc., si 
2. 
Just Out—Milton Wright's Mt. Kisco, W. Y. 
| Device: Molded rubber cushions to 
6 volumes—1973 pages LIBRARY OF center lampshade on reflector (IES) M 
Bendable { lamp, to hold shade in _ horizontal ‘ 
eadable format, with many iti e | had : 
position, to secure lampshade to re- be 
ey statements, fi be 1 li i k 
aad ector bowl, and to eliminate crack- 
and summaries for note and ine and gratin f bowl tle 
reference use—typical prob- P S f Ele trical M 
lems, solutio rice: Set ot 4, .—Electrical Mer- 
SE this Library for immediate help in specific prob- -handising, April. 1940 
erpretations against which to cnanaising, ‘April, 
ems, small and large—also to master the definite | 
patterns underlying methods, get the knowledge of all v 
business that cannot be gotten from the day’s job alone. 
Wouldn't you like to organize your whole approach to 
; business once and for all—to check on the worth of your 
experience and to supplement it where necessary with 
This Library Tells: the proper fundamental viewpoint? The need for this sort | 
© How to organize a single de- Of help, and the most practical means of meeting it, have | 
partment oS waste Sunes been the sole standard by which Milton Wright has sifted 
ings... provide and maintain and chosen material and organized it, in this Library. | ad 
ee omtet happy and efficient From it you can get complete and essential training, in | NOMA Convectoradiators 
the most graphic and business-like way, in the elements, | Noma Electric Corp., 55 W. 13th St. 
How to keep the life blood guidepost ; successful methods of modern business | New York City 
— how . get money a management. D VICE: Electric spa h t 
now to utilize it how to ce heaters. 
keep the business in sound Low Price—10 Days’ Examination—Easy Terms Models: Cabinet, Recessed and Fir 
Under our offer get all six books on approval. Read them, make place types. 
© How to reduce credit losses. . comparisons, look up specific problems, use them as you would | * pe _ 
handle the important elements after purchase If this 10-day test shows value, pay in small | Selling Features: Operates on conv 
Ait aout ~y 7 pdernize installments, while you use the books. Send the coupon today. | tion principle, heats all air in room 
betes le put the com no moving parts; reaches maximum 
more cconomical and effective & EXAMINATION PRIVILEGE COUPON—MAIL IT TODAY 5 operating capacity within 5 min, "@ , 
McGraw-Hill Book Co., 330 W. 42nd St., N. ¥. C. loss through conversion; “et 
© How to lay out workable ap-  Semd_me Milton Wright's LIBRARY OF BUSINESS MANAGEMENT, “Fintube” contains hermetically 
poncho methods po | VIKING Window Fan heating element, no open coil Sell 
Se Gane cies ® paid. (To insure prompt shipment write plainly and fill in all lines.) 4 models are portable, plug into 4 ry 
ideas... stimulate results in 8 yuu s | Viking Air Conditioning Corp., 9500 Rich- outlet; Jewel pilot indicator glow’ al 
marketing : mond Ave., S. E. Cleveland, O. red when unit is in operation; ava’ 
| Model: Portable model 122. able in variety of colors. 
© do more work yourse ic 
and direct your — § : Selling Features: Operates on same Prices: Cabinet styles A-2, 750 
energies and how to h ) 4 
principle as attic ventilation by draw- $14.95 ; A-3, 1000 watts, $17.95: 
these important Company | ing in cool, invigorating air and ex- watts, $19.95.—Electrical Mer i 
Bess activity pelling accumulated hot, stagnant chandising, April, 1940 
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CY-THER-MIC Water Heater 


Atlas Electric Mfg. Co., Rheem Mfg. Co., 
3425 S. Kedzie Ave., Chicago, Ill. 


Selling Features: Heating elements lo- 
cated centrally vertically in tank, 
action is claimed to be similar to 
percolator principle; insulation is 
provided at top, bottom and sides; 
automatic ; specially designed thermo- 
stats; available in standard sizes in 
round and square models finished in 
bonderized white du lux baked 
enamel; adaptable for straight or off- 
peak load.—Electrical Merchandising, 
April, 1940. 


CROSLEY Beverage Cooler 
The Crosley Corp., Cincinnati, O. 
Model: MDB 10G Koldrink Bottle 


Beverage Cooler. 

Selling Features: Forced dry air cool- 
ing system; new design hermetic 
compressor units; stainless steel top 
rim and covers; baked enamel on all 
sides; electric light in tank; adjust- 
able dividers with tank; sliding trays 
for additional food or bottles; her- 
metically sealed insulation; Model 
MDB-10G will hold over 7 cases of 
6 oz. bottles; over 5 cases of 12 oz. 
bottles; over 4 cases of qt. beer bot- 
tles, etc.—Electrical Merchandising, 
April, 1940. 


v 


FLUID HEAT Furnace 
Fluid Heat, Baltimore, Md. 

Device: Air-conditioning furnace for 
small homes. 

Selling Features: Maximum capacity is 
80,000 btu at bonnet ; 2 blowers avail- 
able of 750 and 100 cfm capacity 
respectively ; oil burner employed is 
Fluid Heat model P-3X flange- 
mounted to exchanger; which makes 


compact unit—47 in. long, 24 in. 


wide, 4576 in. high; 9 x 12 in. 
factory-built combustion chamber; 


Price: $15 f.o.b. 


primary heating surface of exchanger 
of 7 gauge steel plate totals 18 sq. ft.; 
secondary heating surface is 12 gauge 
and totals 164 sq. ft.; smoke pipe is 
8 in. diam; standard controls include 
Fluid Heat “Magic Hand” which 
incorporates warm air limit switch, 
blower control and built-in switch for 
summer _ circulation; 2 filters 
10x 20x2 in—Electrical Merchan- 
dising, April, 1940. 


SKUTTLE JR. Ventilator 


J. L. Skuttle Co., 1015 Franklin Ave., 
Detroit, Mich. 


Device: Kitchen ventilator for small 


homes. 


Selling Features: Operates by chain 


switch from regular light plug; 
mounted on white enamel board, eas- 
ily installed; duct opening outside 
house rust proof; hooded flapper 
automatically opens as blower is op- 
erated and drops to closed position 
when current is shut off; unit is 
5%x5% in. ducts 174 in. long, 2% in. 
diam.; 90 cfm. with twin sirocco 
blower; white enamel and = green 
wrinkle finish with black wrinkle 
ducts. Can also be used in ham- 
burger stands, photographers’ dark 
rooms, recreation rooms, beauty par- 
lors and barber shops. 
Detroit—Electrical 
Merchandising, April, 1940. 


FLUORTEST Instruments 


Mfg. by Zephyr-Lite Mfg. Co., 169 N. Ra- 


cine Ave., Chicago, Iil., National Sales 
Representative Wm. H. Hodge, Civic 
Opera Bidg., Chicago, III. 


Selling Features: Fluortest for demon- 


trating and testing separately or in 
combination Fluorescent lamps, start- 
ing switches and all control appara- 
tus; for checking completed installa- 
tions and fixture assemblies in wired 
circuits without risk to lamps or 
other equipment. Fluortest Jr. for 
testing completed installations and 
fixture assemblies in wired circuits 
only on 110-120 volt and 220-240 
volt a.c. or d.c. without risk to lamps 
or other equipment; determines accu- 
racy and adequacy of installations — 
Electrical April, 1940. 


SILEX Coffee Dispenser 
The Silex Co., Hartford, Conn. 


Device: Portable coffee dispenser. 
Selling Features: 


Dispenses average 
amount of coffee used in a cupful no 
matter which grind used; non-clog- 
ging ; black or red Moldex base; can 
is in a contrasting shade of red—or, 
standard coffee can may be used.— 

Electrical Merchandising, April, 1940. 
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APPLIANCE DEALERS FIND 
BEVERAGE COOLERS PAY 


INEXPENSIVE COIN OPERATED PELCO COOLERS 
FIND READY SALE THROUGH RETAIL OUTLETS 


No cutthroat competition—and a full 
margin of profit are two of the big 
advantages retail appliance dealers are 
finding as more and more stores enter 
the beverage cooler field. 

There is a new market and it is su-- 
prisingly large—much larger than in 
other years, due to the perfection of 
automatic dispensing devices and the 
reduction in the cost of both refrigera- 
tion units and boxes. 


duced by the makers of the famous 
Pe'co Electric Beverage Coolers, is the 
latest development in an_ inexpensive 
coin aperated unit. 

This model, Pelco 326, provides the ap- 
pliance dealer with many exculsive sell- 
ing advantages. Of first importance is 
the 3-way selectivity of the unit. It dis- 
penses 3 different flavors—which adds 
considerably to the sale of beverages. 
The refrigeration unit is the dry type. 
The cold air is distributed by a fan. No 
water—no mess—no wet bottles. 

The simple positive acting vending unit 
has a special locking attachment, assur- 
ing the removal of only one bottle at a 
time. 


LARGE CAPACITY 


The vending drum at top holds 40 bot- 
tles and will handle either 6 or 12 oz. 
bottles, or a combination of these sizes. 
The precooling department holds 88 
6 oz. bottles standing or 106 corded. 
Filling stations, small restaurants, taverns, Or 77 12-02. bottles standing or 88 
billiard parlors, hospitals, department corded. 

stores, factories and many other busi- 
nesses are logical prospects. The num- 
ber of good prospects compares very 
favorably with the domestic refrigeration 
field, because the market for coolers— 
particularly of the coin operated type— 
is hardly scratched. 


NEW PELCO COIN 
VENDING DRY COOLER 


The cooler illustrated, now being intro- 


Write Today for Special Pelco 
Proposition to Retailers 


You can get good volume and good 
profit with Pelco Coolers. 


PORTABLE ELEVATOR MFG. CO. 


Refrigeration Division 


Desk C-40, Bloomington, Ill. 
Established 1899 


velopment .of the orig 
nickel chromium alloy 
provided a life increase 


DRIVER-HARRIS C 


% TRADE MARK REG. U. S. PAT. OFF. 
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Feature the 
VICTOR FAN LINE 


. and you will show and sell 
a line with more talking points. 
more for your customers, and 


more profits for you. 
MIRACLE 
BREEZE 


The new V LCTOR Line is ready 

backed by a sales making 
promotion Thermometer Sen- 
sitized to make the heat work 
for you. Rush your request 
today for the complete story. 


Get set now for the most 


profitable FAN year you have 


yet experienced with VICTOR 
HI-BREEZE 


to lead the way. 


VICTOR 


ELECTRIC PRODUCTS, INC. 


Dept. J-4002, 2950 Rebertsen Ave. 


CINCINNATI, OHIO 


The 
Fan Line 
For You 
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What to Expect From Farm Market 


CONTINUED FROM PAGE 35 


Old-fashioned methods of cooking will gradually give way to electricity on the 
farm as new rural lines go up. But cooking school demonstrations are necessary 
before she is weaned away from the old familiar method. 


This tractor will do everything a 5 
or 74 horsepower motor will do... 
most important of all, it will do field 
work, which is the farmer’s major 
requirement for power. 

“The of electrical equipment 
means largely a raising of the stand- 
ards of living the farm. The 
shift to mechanization through the 
adoption of the tractor means increas- 
ing the farm income.” 

As Roy E. Hayman of the Okla- 
homa Gas & Electric Company puts 
it, those farm families who enjoy a 
good standard of living can replace 
certain expenses they now have with 
an electric bill that will not 
and in many cases will be less than 
present expenses. 


use 


on 


exceed, 


For example, the farmer may have 
these monthly expenses: 


Lighting with kerosene $0.75 to $1.50 


Batteries for radio 1.00 to 1.25 
Pumping water (gasoline) 75 to 1.25 
Washing machine (gaso- 

line) ... .20 to 0.40 


$2.70 to $4.40 


Let him use electricity, and he pays 
this for the same service, plus iron- 


ing: 


Lights: 20 kwh per month @ 7!/c $1.50 
Radio: 10 kwh per month @ 7!/oc 75 

Water system: 10 kwh per month 
Washer: 6 kwh per month @ 5c .30 
lron: 8 kwh per month @ 5c 40 
$3.45 


Report of the Public Service Com- 
mission of Wisconsin for twenty util- 
ities and eighteen cooperatives showed 
monthly bills for 40 kwh—the mini- 
from $3.25 


mum—ran to $6.12, an 
average of $3.68. 
Now a farmer who can afford to 


spend $3.68 and up will probably get 
electricity. Many can’t. One of the 
foolers that misleads the city man is 
the income of the farmer. The towns- 
man sees him living well, imagines 
that he a high income. As a 
matter of fact, most of the things he 
enjoys are produced on the farm with 
no outlay of cash at all. As I. P. 


has 


Blauser of Ohio State University 
points out, an Ohio farmer’s income 
may vary from a high of $1,487 in 
Lake County to a low of $466 in 
Scioto. The average for Ohio—a 
rich state agriculturally—is about 
$1,220. Consider this and you real- 
ize that rural people compare in 
cash money earned to the low income 
brackets in the city. 


Educational Process 


However, with all classes of farm- 
ers, I. P. Blauser maintains, the job 
of selling appliances beyond the city 
limits must be approached by the 
same slow educational process that 
transformed city dwellers into appli- 
ance users. 

1. Jobs like feed grinding, poultry 
lighting, milk cooling, electric fences, 
pay visible dividends. Chick brood- 
ing is another success—Montgomery 


Ward in one store sold 219 electric 
brooders and no oil jobs. 
? 


2. Exhibits such as the Toledo Edi- 
son Company puts on at fairs will 
undoubtedly have a great effect in 
time. 

3. Trial installations (some coop- 
eratives are thinking of this now, 
says Mr. Blauser) will undoubtedly 
win much farm acceptance. Many 
chores for which a tractor is belted 
up are a lot of trouble. 

4. Cooking schools and demonstra- 
tions farm 


to wives must continue 
if they are to be sold appliances. 
Many a range sale is lost simply 


because a farm woman is accustomed 
to using other fuels, says Mr. Blauser. 
These women must be given a chance 
to touch, taste and enjoy household 


appliances. Displays in churches, 
schools will help. 
That rural electrification is at its 


peak and won’t go much farther, is 
the opinion of many. Private utili- 
ties have long been taking in profit- 
able areas, and the R.E.A. has fol- 
lowed the same pathway in crowding 
into districts where were found the 
most wealth and farms. 
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MULTI-HEAT SELECTOR 


Above is shown one of four 
“Multi-Heat” Selectors on the 
Cavalier Electric Range. 
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Readers of Electrical Merchan- 
dising will appreciate that in- 
stead of losing all the upper 
half of the heating range from 
half-speed to top-speed, as is 
the case with any five-heat 
switch (including our own) the 
Multi-Heat Selector enables the 
person cooking to have full use 
of that most valuable part oi 
the surface unit’s cooking fa- 
cilities. 
Further, instead of having a 
specified number of fixed heats, 
this control affords flexibility in 
the selection of an unlimited 
number of heats as does the 
valve on ranges using other 
fuels, 


The Model K-42 is shown 
above. It has the new Multi- 
Heat Selector, and, as you can 
see, is a modern beauty. It is 
but one of many Cavalier Elec- 
tric Ranges which have 
taken a rapid hold in many sec- 
tions of the country. 


There are a number of towns 
and cities open for dealerships 

. a number of territories for 
distributors. To get full data, 
write the factory—Chattanooga, 
Tennessee, or visit the display 
rooms at: New York, 206 Lex- 
ington Avenue; Chicago, 6 
Lake Shore Drive, or Burns 
Wholesale Furn. Co., 340 West 
Ohio Street in the San 
Francisco Furniture Exchange, 
c/o Frank L. Robinson. 


* * * * * 


Cavalier 


Keep your eye on this name . - - 
it is becoming increasingly ‘m- 
portant in the electric rage 
field. 


An advertisement by Cavalier Corpora’ /2- 
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Air Conditioning 
CONTINUED FROM PAGE 24mm 


tin most cases it is advisable not 
attempt a complete air conditioning 
ctallation designed to cool all the 
ms in the home at any one time. 
kych an installation would mean a 
ge capacity in equipment, a high 
nitial cost and a heavy operating cost, 
to the higher rate which must 
cessarily apply. It is generally bet- 
fer to adopt a “day and night” sys- 
rein, by which the air conditioning in- 
‘llation is so made that the cooling 
an be furnished to the living quar- 
; of the house in the daytime and 
the bedrooms only at night. Ina 
ungalow type home, where the 
kitchen, dining room and living room | 
e apt to occupy one-half the house, | 
hile bedrooms are found along the | 
ther side of the house, this is easily | 
pccomplished by keeping intervening | 
iors closed during the day and rout- | 
g the air through living rooms cate. | 
t night, these quarters are shut off 
nd the cooling effect is concentrated 
1 the bedrooms. Where there are | 
hildren in the house, however, such 
, system cannot always be used be- 
suse the youngsters keep the doors 
pen, run back and forth to all parts 
i the house and make more use of | 
e bedrooms during a good part of | 
e daytime. 


Making the Estimate 
Arizona has also learned the im- | 
rtance of considering all factors in 
ilculating the amount of refrigera- 
n required in cooling a given area. 
lights are not to be overlooked. In | 
ne small home, for instance, where a 
rom cooler was used to keep the 
living room at a livable temperature, | 
the results were found to be entirely | 
satisfactory during the daytime, but 
et night the apparatus did not seem 
t) operate so efficiently. The house- 
wilder complained to the power com- | 
pany that the electricity furnished 
eemed to lose its power at night and 
suggested that perhaps something was 
‘ong with the voltage. A _ check 
at the home showed that everything 
4s in order, but that the room was | 
ideed warmer after the sun had set | 
‘an before. When a little calcula; 
ton revealed that a higher wattage 
vas being used in the lamps to light 
he room than was installed in the 
om cooler itself, it was clear enough 
what the trouble was. More heat 
ss being added than could be re- 
noved—hence the failure of the ap- 
jaratus to provide the desired result. 
. Installations of air conditioning 
‘ave been in general use in Phoenix 
ig enough to establish the fact that 
dren who spend their summers in 
conditioned homes are healthier 
San those who swelter in the un- 
nodified summer temperatures. They 
ve tewer colds in the winter time 
cords show. 
tis interesting, indeed, to find that 
Se air conditioning in Phoenix has 
‘own to such proportions that it has 
“‘anged a summer valley in the load 
‘uve of the power company to a dis- 


‘ict summer peak, 
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When women are enthusiastically pleased 
with some recent purchase, they tell about it 
—indeed they do! ... So, when you sell them 
a toaster or iron, say, that has Chromel ele- 
ments—pretty soon they’re telling others what 
a swell purchase they’ve made. And as the 
years move on, the device continues to give 
good, uninterrupted service, because the 
Chromel element lasts and lasts. The device 
maker, in using Chromel, thereby does all 
that he can do to give you the utmost in 


worthy merchandise. Thus, you have pleased 
customers who are your best advertisements. 
Women will talk, and say good things of your 
store, when you sell them Chromel equipped 
devices. . . . Hoskins Manufacturing Co., 
Detroit, Mich. 


ELECTRICAL HEATING ELEMENT 


USED IN MILLIONS OF APPLIANCES 


| 
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“| WANT A FOOD MIXER 70 
D0 THE HARD JOBS, T00/” 


FEATURE THESE ADVANTAGES: 


POWER to mix the heaviest 
cake or cookie batters—Kitchen- 
Aid does the hard jobs as 
well as easier tasks. 

EXCLUSIVE ACTION: 
Beater travels around sta- 
tionary bow! (scraping sides) 
while beating with an oppo- 
site rotary motion. THORO.- 
MIXING is thus completely 
automatic 

ATTACHMENTS: Kitchen- 
Aid operates full-size, practical 
food-preparing Attachments di- 
rect—does not require any extra 


“power adapter.” 

MODEL K-3 A 

Complete with Juice 95 


Extractor, ONLY 
For Better Coffee! KITCHENAID i 
ELECTRIC COFFEE MILL $9.75 


THE HOBART MANUFACTURING CO., T 


Also Makers of HOBART Commercial Food Machines 


Quicker 
HOT 
WATER 


v 


CY-THER-MIC 


Electric Water Heaters 


W% Electric water heaters with the pat- 
ented percolator action will positively 
heat water quicker than any other elec- 
tric water heater. Low watt density, 
large heating area and circulation of 
water around heating element mini- 
mizes possibility of scaling. Built in 
standard sizes. Adaptable for straight 
or off peak load. 


Field test of many units proves cus- 
tomer's satisfaction. 


This unique principle of electric water 
heater design is an outstanding sales 
feature. 


Write at once for details 


ATLAS ELECTRIC MFG. CO. 
RHEEM MANUFACTURING CO. 


3425 So. Kedzie Avenue 
CHICAGO, ILL. 
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MAN ALIVE-— 
HERE'S YOUR OPPORTUNITY 


@ Well established manufacturer of 
nationally known and advertised 
Portable Electric Ironer needs sev- 
eral high-grade salesmen to call on 
all retail outlets with a brand new, 
fast-moving, low-priced ironer. It 
is one of the easiest appliances to 
present and sell. 

Protected territory, excellent com- 
mission arrangement and every sup- 
port given to good producers. 

Give complete information about 
your experience, lines now selling, 
territory you actively cover. Your 
letter will be held in strict confi- 
dence. The men in our own or- 
ganization know about this adver- 
tisement. 

Address: 
lroner Mfr., % Electrical Merchandising, 
330 West 42nd St.. New York, N. Y. 


Offered 
AN EXCEPTIONAL 
BUSINESS OPPORTUNITY 


Our client has a proven successful 
3% Ib. patented, dignified hand elec- 
tric appliance with unique cleaning, 
blowing and spraying features. Over 
10,000 now in use with garment, 
fur and furniture firms with profit- 
able parts repeat business. 

We offer exclusive distribution to 
financially responsible firm or in- 
dividual for direct to home selling. 
Interview and demonstration ar- 
ranged on request. No obligation. 
Confidence respected. 


Box No. 577 
Electrical Merchandising 
330 W. 42nd St, N. Y. 


Raising Selling to the 


Rank of a Profession 


CONTINUED FROM PAGE 2! 


various electrical appliances and their 
servicing. 

So much for the training of young 
men through two years of college- 
level preparation. There are fifteen 
students enrolled in the second group 
undertaking the course, and there is 
good reason to suppose that this chan- 
nel can be counted upon to supply a 
definite number of young salesmen 
each year. 


University Courses 


When it comes to the training of 
salesmen already employed, the League 
felt that something more needed to be 
done. Both the Southern California 
Edison Company and the Bureau of 
Power and Light serving Los Angeles 
have at one time or another sponsored 
courses in salesmanship for dealer em- 
ployees. There are also manufacturers’ 
courses, emphasizing their own prod- 
ucts, and private correspondence and 
trade schools. Why not the University 
Extension Division as well? 

The University of California, with 
branches in both the northern and 
southern sections of the state, has an 
elaborate extension program serving 
the need of the entire body of citizens 
in cultural and technical fields. Much 
that given of interest to 
salesmen, but it was not so listed in 
their prospectus. Why not a body of 
available for the salesman 
specifically ? 

It was at about this stage that the 
salesmanagers of other industrial 
groups entered the picture. Follow- 
ing the example of the electrical indus- 
try, many other had taken 
advantage of the George Dean Act to 
form conference groups for the study 
of their own problems under expert 
leadership. One of these was a sales- 
managers’ group drawn from the sales 
council of the Los Angeles Chamber 
of Commerce. They too, found that 
they were primarily concerned with 
the problem of the salesman. At the 
instigation of this group, a sales train- 
ing committee of the Sales Council 
under the Los Angeles Chamber of 
Commerce was formed to what 
could be done. 

That is about the stage of the pic- 
ture now. This committee is negoti- 
ating with the Extension Division of 
the University for a definite sales 
training to be added to their curricu- 
lum. It has also approached the Uni- 
versity of California, at Los Angeles 
in regard to a curriculum in selling 
which is to be incorporated into the 


Was Was 


courses 


bodies 


see 


program of the school of business 
administration of that institution, It 
is important to note that this is 


‘selling” or 
No academical lean- 
ings toward the use of the terms 
“marketing” or “merchandising” is 
permitted as a substitute. For what 
the committee wishes to do is to estab- 
lish a professional training for the 
salesman which will place this position 
on the same level as that of other busi- 
ness professions. In actual. practice, 
they point out, a large portion of the 


referred to at all times as 
“salesmanship”. 
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graduates of the University do eventy. 
ally engage in some form of selling 
Why should they not be prepared fo; 
this career in the University? 

It is interesting that the first re. 
action to the proposition in the rank: 
of the salesmanagers was not alto. 
gether favorable — some of them 
thought the school of hard knocks stil] 
a better preparation for the selling 
job—but when they came to talk it 
over, they found that every one of 
them had started his own career wit! 
one or more lacks which he would 
have given a lot to have had removed 
by being able to take a University 
course in the particular subject. An/ 
when they came down to stating what 
courses they would give their ow: 
sales force if they could to teach then 
what they would like to have then 
know, every one of them had some 
definite ideas. They grew so enthusi- 
astic, in fact, that they began to enum- 
erate the jobs that would be open in 
their own organizations for any young 
man trained in just this way. An out- 
line of suggested courses was soon 
drawn up, which has been turned over 
to the University for consideratio: 
The matter has not yet passed throug! 
all the various stages of academi 
sanction, but it is being seriously con- 
sidered. In the meantime the Un 
versity of Southern California ha: 
also shown an interest in the move 
ment. 


Personality Test 


One other contribution has_ bee 
made by the Electrical Development 
League of Southern California in t) 
matter of training salesmen whic! 
should be mentioned. For some tin 
the group has been using a personality 
test for the men accepted in thei 
salesman’s_ register, to determ 
whether or not they are good materia! 
The educational authorities 
have been working on this test ar 
now using the well organized set-u 
of the League to check their findings 
Fifty successful, employed electrica’ 
salesmen are taking it to indicate thet 
own reactions. Their answers to t! 
questions, which give an indication 
such qualifications as emotional natur 
self sufficiency, introvert or extrovert 
dominance, self confidence and sel! 
consciousness, sociability and social 
ease are being tabulated to develop 
standard, within the limits of whic! 
other applicants will be expected ! 
conform. 

Leader in carrying out this prograt 
in the League is F. L. Hockensmith 
secretary-manager, who has been 
enthusiastic speaker for the idea an 
has carried it through all the coordi 
nating groups. W. M. Kenealy | 


local charge of the George Dea! 
groups in southern California. C \este! 
Broders, coordinator of distri 


occupations under the Los Angeles 
City School Systems has _ don 
wonders in bringing the educ 
groups into the picture. Eug 
Adams handles the practical s 
the salesmen training classes. 
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DIS ING 


MALOX 
UNITS 


What an electric 


| Bend’s forty dealers, and gets the last 


range sales story! 


“Two-units-in-one’” means the 


right cooking area for every 


size utensil — The inner ring 
for small utensils, the whole unit 


for large utensils. This means_ 


no wasted heat — And how this | 


factor makes a hit with range | 


buyers! They’re quick to realize | 
the large savings with CHRO- 
MALOX units — And a healthy 


increase in your range sales is 


the result. 


In addition to| 


the powerful “Two- 
units-in-one” feature, sell speedy 
contact cooking, six heats, easy 
cleaning, and the many other 
CHROMALOX advantages that 


mean more range sales for you. 


CHROMALOX-equipped ranges 


Nt CHROMALOX units for replace- 
tents in all ranges. 


Get the complete sales-boosting 
story. Mail the coupon today. 


L. WIEGAND CO. 
1825 Thomas Blvd., Pittsburgh, Pa. 


me the "“CHROMALOX PLAN" book. 


Name 


CONTINUED FROM PAGE 


| job of getting the right stance goes 


j all South Bend contractors to forget 


South Bend Hits 
the Sawdust Trail 


purchasing a range were _ invited. 
Some 300 showed up, and 15 ranges 
were sold in one evening alone. Some 
75 ranges were sold during the show. 
So effective was the first festival in 
winning acceptance for ranges, that 
294 were sold in a July-August vaca- 
tion drive last year, along with 94 
water heaters. Seventy per cent of 
the sales were completed by the 66 
electrical dealers of the three cities of 
South Bend, Benton Harbor and Elk- 
hart. 

There is never any wavering on the 
part of dealer or salesman in the 
pressure put behind ranges. Take the 
salesman, for instance. On most 
appliances, his commission is figured 
on the net, after the allowance for 
trade-in is deducted. With a range he 
gets his full commission. Mr. Dealer 
likes the set-up for two reasons: the 
utility allowed him $15 for the trade- 
in, and he has the privilege of dis- 
counting his paper with it on ranges 
and water heaters. Incidentally, the 
utility carries no appliances besides 
ranges and water heaters. 

All of which makes a hit with South 


ounce of cooperation out of such fel- 
lows as Cushman of Wyman’s, Lew 
Dribin of Levy-Dribin, and Frank 
Koczan of South Side Electric Com- 
pany, taking a few for example. 

The local build-up seems simple on 
the face of it. As a matter of fact the 


back to May, 1931, when the Indiana 
& Michigan Electric Company fore- 
saw they would want to sell ranges 
some day. On that date, George F. 
Dequine, Superintendent of Trans- 
mission and Distribution, persuaded 


30-ampere services, to put in 60 as a 
minimum. 

As a consequence, on the last 250 
range installations the wiring set-up 
was something like this: 


154 carried no_ installation, the 
house was ready to receive the 
range 

74 needed full installation 

22 needed range runs only 


The utility does not pay for wiring; 
the range is sold at a price which in- 
cludes this in South Bend. 

“In range selling as in horse racing, 
you run across situations where the 
percentage favors you,” says O. P. B. 
Johnson. “We have analyzed the 
time of year when range sales come 
easiest. Oddly enough, in our promo- 
tion here in South Bend we haven't 
taken full advantage of it. This is 
something we will do next year—for, 
a study shows us that,.these months get 


Fes 


ATTIC FANS 
HIS year more than ever before, when 
cheap, inefficient attic fans are flooding 

the market, Coolair dealers are profiting 


handsomely on the Customer Satisfaction 
built into every Coolair fan. 


GREATER 


S 


Quality—resulting from 12 years of continuous im- 


provement in design and materials. 


Quietness—that comes from patented sound-absorbing 
built-in springs, oversize ball bearings in fan hub, superior 


blade and frame design throughout. 


No Kickbacks—that mean profit eating trouble calls and 
disgruntled customers... because the Coolair fan does the 


RICAN COOLAIE 


the following percentages of sales: 


January 291% July .... 6.97% 
February . 6.00 August .. 9.28 
March ... 7.82 September 6.20 
April .... 6.00 October . 8.04 
10.77 November 8.71 
June ....13.19 December 12.11 


“With everybody pulling together 
this coming year, I’m betting that we 


isition 


move 2500 ranges.” 
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Advertising Pulls Prospects 


By the Hundreds 
For G-E Dealers! 


GENERAL 
ELECTRIC 


Returns Prove Increasing 
Popularity of G-E Electric Sink 


Coupons from G-E Electric Sink 
advertising are coming in by the 
score every day—and the leads 
are going out to G-E Dealers 
everywhere. Live pros 
terested prospects! 
prospects! The G-E Electric Sink 
over in a BIG way! In- 
terested? Then ask your G-E 
Appliance Distributor for the 
new merchandising plan “What's 
In It For Me!” 


General Electric Co., Appliance & Mdse. 
Dept., S-0414, Bridgeport, Connecticut 


cooling job it’s supposed to do, efficiently and quietly. 

Sell the Coolair line of home-cooling and commer- 
cial exhaust fans. Make real profits that won’t be 
slashed by after-sale servicing. Every home-owner 
and businessman a prospect, every buyer a booster. 
Get ready now for the rush of hot weather business. 

* Write or wire today 

for this FREE illustrated catalog and the 
complete Coolair plan of sales promotion to 
help you make more money this summer. 


cts! In- 
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CURTIS 


REFRIGERATION 


AIR CONDITIONING 
ano COMMERCIAL 


PACKAGED AIR 
CONDITIONING 


LL classes of retail establishments — stores, 

offices, restaurants, banks, etc., are demand- 

ing air conditioning now. You can sell this rapidly 

expanding market with Curtis packaged air con- 

ditioning units that require only water and elec- 
trical connections to install. 


7\/2-10-15-ton 
Complete Remote or Central 
Type Air Conditioner. 


Both the Curtis Store and Office Cooler and the 
Curtis Remote or Central Type Air Conditioner are 
complete factory designed, packaged air condition- 
ing units. They mechanically cool, dehumidify, cir- 
culate and filter the air. Costly installation expense is 
eliminated. Both are adaptable for heating if desired. 


The Curtis line of Condensing Units includes sizes 
from 1/6 to 30 HP., air and water cooled. There’s a 
Curtis model for every air conditioning aad refrig- 
eration requirement, each precision engineered to 
deliver economical, efficient, care-free performance 
throughout an exceptionally long life. 


The packaged air conditioning market is a 
fast growing source of sales and profits. Write 
for information on the complete Curtis line. 


Curtis Store and Office 
Cooler — 3 and 5-ton sizes. 


Division of Curtis Manufacturing Co. 
Established 1854 


4 1975 Kienlen Avenue St. Louis, Missouri 


PROCTOR 
‘ELECTRIC 


ALWAYS make sure the 
electrical appliances you 
contain “TO PHE 


WILBUR B. DRIVER co. 


i) NEWARK, NEW JERSEY ga 
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Cutting the Cost 
of Kitchen Planning 


CONTINUED FROM PAGE 


the templates is affixed to the board 
by means of trasparent cellulose tape. 
Tracing paper is laid over this and 
likewise attached to the drawing board. 
t is then very simple to extend the 
indicated dimensions on the perspec- 
tive chart to their necessary places on 
the kitchen plans. 

Data necessary for drawing up a 
kitchen plan is obtained by the sales- 
man, who carries with him standard 
forms on which to enter essential in- 
formation. The reverse side of this sheet 
is of squared paper on which he draws 
a rough floor plan to the kitchen, 
which he measures on the spot. The 
questions include such data as: height 
of ceiling, window and door sizes, 
height of windows from the floor, the 
basis type of kitchen planned, the pre- 
dominant color to be used, whether it 
is a remodelling job or new construc- 
tion, when construction is to start, the 
size of the home. The position of 
dining room and service porch is to 
be indicated on the plan. The elec- 
trical equipment to be shown in the 
plan is listed. From these data, Mr. 
King draws up a layout of equipment 
tu meet the requirements. 
is done, the preparation of a floor plan, 
elevation and perspective drawing is 
just a matter of a few minutes. In 
fact, he has found that the principle 
items of time involved is in the prep- 
aration of the original layout before 
actual drawing. 


Suggest Color Schemes 


Colored crayons or a light water 
color wash are used to indicate a pos- 
sible color scheme to the prospect and 
to enhance the appearance of the draw- 
ing. The result is an attractive and 
workable set of plans. Dimensions are 
sufficiently accurate so that they can be 
followed by carpenter and cabinet 
maker. Or the architect can use them 
as the basis for preparing a 
drawing. The prospect is 
eminently satisfied with results and 
pleased to have the plans without undue 
delay. 

Complete wiring plans for the home 
are furnished by Jack Hammond of 
the company’s lighting division. 

The kitchen planning room is decor- 
ated with photographs and plans of 
kitchens already installed. Here also 
are portfolios of drawings and pictures 
of completed kitchens. A _ salesman 
who senses the possibility of selling his 
client the idea of a remodeled kitchen 
or modern equipment for her new home 
can bring her to this room to see what 
has been done for others. The com- 
plete kitchen sales story follows natur- 
ally. Field salesmen have with them 
at all times a manual showing favorite 
kitchen layouts, a perspective drawing 
of a kitchen such as the kitchen plan- 
ning department prepares, and other 
data which will help them to sell the 
idea. The department has found that 
builders can be sold on the idea of elec- 
trical kitchens by furnishing them with 
a pretty drawing to show to prospec- 
tive clients. Quite a number of them 
now make use of the kitchen planning 
service. 
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A range that cooks, bakes, broils, roasts, boil gned 


and fries .. . meeting the needs of the avera 
Plugs into any 110 volt, AC 
No confusing details abo 
wiring. Easy to sell. You can make thi 
Range a “top-notch” attraction in your sto 
a . enjoying quick sales, quick turn-ove 


Write for details 


CROWN STOVE Works 


4620 W. |2th Place, CHICAGO 
Cane of Buffet and Divided Top Gas Ranges 
Full Line of Electric Ranges 
A Full Line of Gas Ranges 


nas 
urnish 
rgume 


size family. 


$10,000, TT 
MARKET 


—and It's CLIMBING 
Near! 
of 


ARE YOU GETTING 
YOUR SHARE? 


Not unless you are offering a de- 
pendable. QUALITY ELECTRIC 
WATER HEATER — priced to meet 
ALL competition. Not unless = 
an making a geod and 
PROOIT on such a leader. 


orm i 
mall 
ales: 
as in 
f the 
orthe: 
Bima 
IMAGINE - —A 65 GALLON 
QUA LITY ELECTRIC 
WATER HEATER YOU NN 
RETAIL FOR 875.00, AND 
STILL MAKE A VER 
TRACTIVE PROFIT! 


‘White Pleducts che 


Lansing. Mieh. 
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4 Made-to-Order Selling 
Manual for Dealer 
Salesmen 


VERY profession has its own 
handbook of essential informa- 
jon, tables, useful figures, important 
nemoranda, which the man in the field 
arries about with him for handy 
reference. Why not a handbook for 
iegler salesmen? So reasoned the 
Pacific Gas and Electric Company— 
ind proceeded to issue such a book. 
The idea originated in the many 
equests received from the men who 
vere doing the selling as to the cost 
f operation of different appliances 
mder the rates current in the district 
, which they operated. There have 
en several previous attempts to meet 
jis need in the form of slide rules, 
st wheels and other similar pieces 
promotion furnished dealer sales- 
en, but these were capable of pro- 
jing only a part of the information 
sired. At last the task was put into 
he hands of a general office sales 
mmittee, who put in a job of com- 
rehensive research. The result was 
ompact but complete handbook de- 
gned to answer almost every ques- 
na salesman may be asked—and to 
urnish him with some excellent sales 
rguments besides. 


equipment as well, gas rates and sales 
arguments were iucluded. Each book- 
let was therefore custom designed for 
the man who was to use it. 

The handbook includes “rate sched- 
ules, operating costs and customer 
benefits” as these apply to lighting, 
radio, electric kitchen appliances 
(range, water heater, refrigerator 
and roaster), to home laundry appli- 
ances (electric washers and ironers) 
and to electric air heaters. For gas 
salesmen a section is available cover- 
ing gas rates, gas kitchen appliances 
and home heating equipment. 

The committee has done an effective 
job of preparing material useful to 
the man who must meet the questions 
of the prospect. 

There then follows an indexed divi- 
sion devoted to the individual appli- 
ances. The salesman who is selling 
lighting equipment, for instance, may 
turn to the indexed tab under lighting. 
Here he finds a table giving the “cost 
of additional lighting based on 60 
hours average use monthly”. The fig- 
ures show just what any given added 
wattage will mean in cost of opera- 
tion, if the monthly bill is under the 
minimum, between the minimum and 
the second block, or above that figure. 
The salesman is thus able to tell the 
customer just what the contemplated 
purchase will mean in operating costs, 


Stevice 


All the questions a salesman could think 
to ask are embodied in this loose-leaf book 


The data is supplied in loose-leaf 
pm in a leather covered notebook, 
mall enough to fit conveniently in the 
esman's pocket. Its great value 
’s in its personal application to the 
Mividual salesman’s needs. Each 
ithe company’s divisions throughout 
ithern California submitted its own 
timate as to the number of salesmen 
Mits lines and was then supplied 
ith the necessary looseleaf material 
Mplicable to its own territory. The 
ioklets were then assembled locally, 
th the individual salesman in mind. 
pus the rates used throughout were 
mse which applied particularly to the 
Mtitory in which the man operated. 
pe data included was also limited to 
MS particular activities. If he con- 
Mtrated in ranges and water heat- 
this material alone was furnished 
fm; if he was a lighting salesman, 
fWwas given the sales data on addi- 
mal lighting costs. If he sold gas 


based upon his present monthly bill. 
The back of this page is devoted to 
a list of the benefits to be derived 
from proper lighting in the home. 
There is also a page describing the 
features of I.E.S. floor lamps, on the 
back of which are more good selling 
arguments for adequate lighting in 
the home. 

The page devoted to electric ranges 
shows what the average cost per 
month will be for operating a range 
of a given wattage, if the present 
monthly bill without the range is of 
any given amount. These figures 
have been carefully compiled from 
system consumption averages applied 
to the particular rates in force in the 
district concerned. On the back are 
listed the customer benefits of elec- 
tric cookery. The same system is 
applied to refrigeration, electric water 
heating, radio, roasters, air heating, 
and laundry equipment. 
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EDITORS 
ARE 
SALESMEN! 


* 


E.centisity, the successful editor of a business publication is 


a salesman, whether he knows it or not. 


Whatever his other qualifications as reporter, analyst, cru- 


sader or writer, he has the selling instinct. 


His is the most difficult selling job imaginable,— that of sell- 
ing an industry on itself through the printed word. 


The appliance salesman deals in his firm’s products—washer, 
refrigerator, stoker, iron or whatnot. He sells one man, one 
firm at a time. 


The editor-salesman deals more with ideas than with prod- 


ucts; and he sells to an audience of thousands at a sitting. 


Whereas the appliance salesman can attune his sales talk to 
the individual prospect, the editor-salesman must strike a 


responsive chord in the minds of mass prospects. 


The degree to which the editor-salesman strikes that respon- 
sive chord determines the editorial effectiveness of his pub- 
lication,—and, coincidentally, its value as a sales medium to 


its advertisers. 


When you look over a copy of Electrical Merchandising an- 
alyze its editorial content on a basis of selling-quaiities. See 
how it promotes ideas as well as products and product 
groups. See how this editorial selling job complements the 
selling task of the appliance manufacturer. Here, indeed, is 
editorial selling vitality that makes for the two essentials 
to successful trade magazine publishing: reader interest and 
responsiveness, and advertising effectiveness. 


Electrical Merchandising’s editors have the selling instinct 
that comes only with long, intimate association with the 
electrical appliance business. They know the industry about 
which they write. And they write about what they know. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK, N. Y. 


PAGE 95 


/ 
= 
— 
| 
* 
¥ 
| 
| 
PL | 
| 
| | 
| | 
| 
| 
| 
— 
= 
RE? | 
| 
| 
fto | 
PALLON 
CTRIC 
OU CAN 
AND 
RY | 
dealer. 
A 


LETTERS 


A New Slant on 
Ironer Design 


To the Editor: 


These clippings are from ELectri- 
CAL MERCHANDISING for February 
[One on editorial comment on the 
problem of selling more ironers and 


the other a photo of a new cabinet 


model ironer, Ed.] The writer began 
appliances in May 


$165. by 


selling electrical 
1923 I sold 
taking them t 
ind doing all 


ironers tor 
» the customers’ homes 


the family ironing and 


then upending the ironer and rolling 
it over to the corner out of the way, 
where it stood end up and took up 
very little space in the room. 


ironers and 
brought forcefully 


The present design of 


their covers was 


my attention sometime ago when | 


iwgested to my wife that we get one 
yf the new models. She immediately 
objected by saying they looked too 
much like a baby casket and that she 


our home 

All the design shown needs is “At 
Rest” and little 
1 the top to 


-ouldn’t stand to have one in 


in- 
the 


“Our darling” 


scribed or carry out 

resemblance 
Maybe that 

ironer 


t 


answers part of the 

W. B. Jones 
107 W. 4th Ave 


Williamson, W. Va. 


Correction 
To the Editor: 


It has come to our attention that in 


the 


MERCHANDISING you show 


ebruary issue of ELECTRICAL 


on page 2 


§ where to buy washer parts. 


indicates that parts for Gray- 


Washing 


bar and Western 


Electric 


machines should be purchased from 
the Conlon Corporation. This is in- 
correct and should read that parts for 
machines purchased 
through the Graybar Electric Com- 
pany with offices in all principal cities. 

I shall appreciate your giving this 
your prompt attention in making this 
correction. 


these can be 


M. A. NicHois 
Advertising Department 
Graybar Electric Company Inc. 


Another Comment 
on Wholesale Buying 


To The Editor: 
I also read the article in the July 
MERCHANDISING, 
which commented on Mr. 
Lawrence Rylander, Arlington Elec- 
tric Co., St. Paul, Minn. The article 
was headed “Discounts and Profits.” 
[ quite agree with Mr. Rylander 
Throughout southern California 
such agricultural associations as Wal- 
Assn., 


associations are very 


issue of ELEcTRiCAI 


was by 


nut Growers Orange, Lemon, 


Lima Bean, etc., 


strong \lso in the oil fields here 
there are various oil workers asso- 
ciations. It seems that these mem- 


bers, and anyone that has a brother- 
that is 
a member, may enjoy the benefits of 


in-law or uncle or what-not 
‘buying at wholesale’. 

You can hardly blame the retail 
merchant for gi discount. 


When it 


price my wholesaler is pretty tough 


ving a 


comes to the question of 


competition. 
Leon WALKER, 
Ventura, Calif. 
P. S. Mr. Rylander’s comment was 


in the December issue. 


“PAW HAS TO HANG HIS PANTS UP NOW—HE USED TO BE ABLE TO STAND THEM 


IN THE CORNER BEFORE | 
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GOT THIS ELECTRIC . WASHER.” 
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Some Things in Advertising You Can't Do Any 
More 


The next time you get ready to prepare an ad you should consult 
this article which tells you some of the rules laid down by the law 


Vol. No. 4 


Cooking Schools Help Boost Roaster Sales 


Cooking schools are usually associated with ranges and refrigerators; 
but Pittsburgh used them to help sell roasters in a campaign 
Salesmen—Outside and Inside By Ernest C. Hastings. . 


Some of the most important data this maqazine has collected on the 
practices of compensating the man on the firing line—with conclusions 


Joe Blow Has No Dough . 


A pictorial presentation of why some salesmen end up the day with 
empty pockets. You might check yourself on this one. 


Ideas 


An assortment of useful ideas collected from various sources 


E. E. |. in Chicago 


Some of the personalities who attended the EE! sales conference in 
Chicago 


South Bend Hits the Sawdust Trail ... 
Cutting the Cost of Kitchen Planning 


Out in Fresno, a young fellow is speeding up the sale of electric 
kitchens 


Raising Selling to the Rank of a Profession 


F. L. Hockensmith of the Electrical Development Leaque of Southern 
California sees his sales training course adopted by the industry 


Lessons in Air Conditioning from Phoenix 
One of the most completely air conditioned cities in the country 


They Employ Themselves 


— & Rush of Salem, O. attend to the most important business— 
selling 


Weather Predicting May Help Boost Fan Sales 
Spotting the Counterfeit 


Some tips on how to avoid being swindled with fake money 


$12,500 Store Has Many Unique Features 


Useful ideas in store layout from the new building of Austin Appli- 
ance, Denver 


What to Expect from the Farm Market 


The Conference Method of Training Salesmen 


Washer Selling From the Woman's Viewpoint 
News 


Statistical Barometer 


New Merchandise 
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